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Rough Proofs 


The public expects a little enthusi- 
astic exaggeration from advertisers. 
Who would ask that a resort pro- 
nrietor announce the exact results of 
all fishing expeditions? 


vgy¥sy’? 


The resort advertiser who shows a 
peautiful string of game fish caught 


by one of the cash customers is never 
asked by hopeful prospects to sup- 
port the evidence with affidavits. 


>, FT ¥ 


Since Lou Gehrig struck out in the 
pinch by advertising Wheaties on a 
Huskies broadcast, the Cubs are a lot 
more hopeful about the world’s 
series. 

vey 

Lessened demand for eggs has the 
poultry producers bothered. Is this 
one of those economic dislocations 
caused by the decline of vaudeville? 


7, + F 


Wilson & Co. are making friends 
of dog owners by running a news- 
paper classified department devoted 
to lost pets. The large number usu- 
ally listed shows that here is the real 
vanishing American. 


>, + ¥ 


Phil Kelly, who used to advertise 
tires, is now going to sales promote 
for Palmolive. He can be counted 
on to develop a new theme urging 
bath-tub addicts to insist on a non- 
skid. soap. 

v v v 

B. V. D. would have you know that 
its familiar brand applies to prod- 
other than underwear. This 
is a worthwhile objective, But Very 
Difficult. 


ucts 


v v a 
An optimistic message regarding 
increased consumer buying power in 
Mexico is brought by an advertising 
agent from our sister republic, but 
he spoils it all by talking about a 9 
per cent agency commission. 
vey 
The Santa Fé is starting what will 
undoubtedly be a popular innovation 
attractive courier-nurses for the 
service of passengers. The air lines 
may offer adventure, but the rails 
hope to share the romance. 
vewey 
Clothing manufacturers are mak- 
hit with wives by featuring 
family ensembles. They hope the 
plan ineludes special identification 
for husbands. 
vwey 


life-like 


Ingg a 


Those mannequins the 
window display men are using are 
ry attractive, but how do _ they 
solve the problem created when an 
innocent bystander falls in love at 
st sight? 
v v v 


\DVERTISING AGE identified it in a 
ecent issue as the “Propriety As- 

iation,” perhaps paying subtle 
ribute in this way to the work of its 
efficient advertising advisory 
nhittee, 
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The five-and-ten has been found to 
the most popular source of supply 

beauty products. No wonder 
erican girls are the most beauti- 
in the world. 
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estimonials for Lucky Strikes by 
ling picture stars will be featured 
sound movies in color. In this 

the public can see that their 
aren't crossed. 
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Copy Cur. 


MACY SEEKS NATIONAL DISTRIBUTION 


RECORD HOUSES 
EXTEND A HAND 
TO MUSICIANS 


Will License Radio Stations 
to Use Discs 


New York, Aug. 11.—Phonograph 
record companies, welded in a 100 
per cent united front, have deter- 
mined to license radio stations to 
use discs for broadcast purposes. 
The plan, now awaiting final approval 
of the companies’ legal talent, will 
be submitted to all stations in a let- 
ter signed by representatives of 
RCA-Victor, Decca, and American 
Recording Corporation, which control 
the entire field. 

This plan, which has been under 
consideration by record interests for 
some time, came to light this week 
as an outgrowth of the recent par- 
leys held by American Federation of 
Musicians with broadcasting, record- 
ing and transcription interests to 
discuss solution of the musicians’ un- 
employment problem by regulating 
“canned” music. They were ad- 
journed to Sept. 16 after the federa- 
tion had intimated possible strike ac- 
tion if broadcasters did not employ 
a “satisfactory” number of live mu- 
sicians. 


Sympathize with AFM 


The record companies imply that 
they are in sympathy with the posi- 
tion of the AFM and expect their own 
plan to tighten the blockade. The 
AFM has had no control over phono- 
graph records, which are the prop- 


(Continued on Page 35) 


Ohio State Tells 
a Football Sponsor 
When, How to Talk 


Columbus, O., Aug. 12.—Ohio State 
““niversity finally let down the 
bars to commercial sponsorship of 
broadcasts of its football games, but 
has imposed a rigid time limit on 
advertising announcements. Station 
WCOL will carry Ohio State’s home 
games’ for rifin Manufacturing 
Company, shoe polish, Brooklyn. 

The university will permit only 
two minutes of advertising before the 
game, 30 seconds between quarters, 
90 seconds between halves and two 
minutes at the close. 

At no time during the game must 
a commercial announcement compare 
or in any way connect the university, 
the game, players or activities within 
the stadium with the sponsor’s prod- 
uct. 


has 
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BUDWEISER GRIPS CONSUMERS' IMAGINATION 


is management 


AMERICA) SOCIAL COMPANION 


a —_ 


| Jupiter has Eight Moons | 


at wieder -o 


Provocative copy typifying company’s strategy. 


Balanced Program 
Sells Budweiser as 
All-Year Beverage 


St. Louis, Aug. 12.—‘‘Any success- 
ful job of merchandising is made up 
of many factors, most important of 
which unquestionably is the quality 
of the product,” remarked George F. 
Tilton, director of advertising and 
market research of Anheuser-Busch, 
Inc., in discussing Budweiser’s sec- 
ond over-sold summer despite exten- 
sive expansion. 

“The sales department must get 
distribution and wholesalers and re- 
tailers must keep the product easily 
available to the public at all times. 
It is of no value to make mental sales 
by means of advertising unless these 
mental sales can be easily inter- 
preted, without undue resistance, 
into profit for the retailer. 

“IT contend that, as far as sales re- 
sistance is concerned, we might as 
well try to offer our product at a dol- 
lar per bottle as to expect our adver- 
tising campaign to be successful if 
the product is not conveniently 
available everywhere for those who 
read our copy—thus the results we 
have secured bear eloquent testi- 
mony to the aggressiveness of our 
sales organization in getting distri- 
bution.” 

Mr. Tilton said that the sales curve 
has long ago passed a point on the 

(Continued 36) 
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Advertising Space 
Held Exempt from 
Clayton Amendment 


Washington, D. C., Aug. 12.—Ad- 
vertising space does not come within 
the purview of the Robinson-Patman 
act, the Federal Trade Commission 
held today in dismissing the com- 
plaint of an advertiser that two 
newspaper publishers charged higher 
proportionate rates for fractions than 
for full pages. 

Neither the advertiser 
cations was identified. 

“The Robinson-Patman act forbids 
price discrimination differ- 
ent purchasers of commodities where 
such commodities are sold for use, 
consumption or resale and where the 
buyers are in competition,” said the 
decision, “the intent of the law be- 
ing to maintain competition. 

“The evidence in this case dis- 
closes no resultant injury by reason 
of the rate differential and the con- 
clusion is that sale of advertising 
space in these circumstances does not 
involve sale of a commodity within 
the meaning of the act.” 


nor publi- 


between 


Last Minute News Flashes 


Iodent Account Goes to Vanderbie and Rubens 

Detroit, Aug. 13.—Iodent Chemical Company, manufacturer of Iodent 
tooth paste and powder, today placed its advertising account with Van- 
derbie and Rubens, Inc., Chicago agency. 


Faust Promoted and Transferred by Curtis 
Philadelphia, Aug. 13.— Appointment of Herbert M. Faust, New York 
manager, as manager of the advertising department, Curtis Publishing Com- 
pany, was announced today by Fred A. Healy, vice-president and advertis- 


ing director. 
at New York by Arthur M. Kohler. 


Mr. Faust, who will make his headquarters here, is succeeded 


New Bill Divorces Petroleum Marketing, Production 


Washington, D. C., Aug. 15.—In 


enacted at next session of Congress, Senator 


bill 
petroleum production or refining. 


the hope that the legislation will be 
rillette today introduced a 


prohibiting retail marketing activities by any company engaged in 


Personalities in News to Feature Energine Broadcast 


Bedford, O., Aug. 13.—Actual personalities who figure in each week’s 
news will be brought to the microphone by Cummer Products Company for 


Energine cleaning fluid in a new NBC Red network program. 


tions are barred. 


Impersona- 


Stack-Goble Advertising Agency, New York, is in charge. 


STORE PROFFERS 
FRANCHISES ON 
PRIVATE BRANDS 


Forms Supremacy Products, 
Inc., As Subsidiary 


New York, Aug. 11.—R. H. Macy 
& Co., foremost opponent of price 
maintenance laws and aggressive 
promoter of about 3,000 private 
branded items, stepped into the 
merchandising limelight once again 
today with an announcement that 
hereafter it will make available all 
of its own brands to retail stores 
throughout the country on a “selec- 
tive and exclusive” basis. Supre- 
macy Products, Inc., has been formed 
to handle this phase of Macy opera- 
tions. 

Coincident with this development, 
Fowler, Dick & Walker, Inc., Wilkes- 
Barre, Pa., placed on sale 48 Macy 
drug and cosmetic items, to become 
the first out of town store to handle 
the lines. The items were selected 
“in terms of their probable initial 
Wilkes-Barre demand,” + and other 
lines, including groceries, domestics, 
sporting goods and housewares, will 
probably be added later. 


Adopts Exclusive Basis 


Pointing out that “for many years 
other retail outlets have been desir- 
ous of obtaining Macy brands,” ex- 
ecutives of Supremacy Products, Inc., 
explained that only one store in a 
trading area will be sold and “this 
store must be such that its merchan- 
dising operations will harmonize with 
those of the big 34th street store. 

“In other words,” they said, “the 
plan would not be attempted with a 
high priced specialty store or one 
drawing its business primarily from 
promotion merchandising in the low- 
er price ranges. Repeat business 
and word of mouth advertising as 
well as consistent newspaper adver- 
tising have been responsible for suc- 
cess of Macy brands, and the same 
type of promotion is_ stipulated 
among co-operating stores.” 

Adhering to its traditional position 
as an enemy of price fixing, Macy’s 
will sell its brands on a “price-free” 
basis and individual stores will be 
permitted to mark the products at 
any prices they wish. “Right cost 
prices, quality merchandise, few 
markdowns because of prior con- 
sumer testing and exclusive distribu- 
tion’ were set forth by Macy’s as 
factors that should “prove highly 
profitable to stores which take up 
the distribution.” 


Aid for Outlets 


Special merchandising services will 
also be extended to such stores. Ad- 
vertising used by Macy’s will be syn- 
dicated, important window and in- 
terior displays will be photographed 
and distributed and tested retail 
training plans will be furnished. Su- 
premacy Products contemplates nei- 
ther co-operative nor national adver- 
tising. ‘“‘We do not propose to per- 
mit the cost of Macy’s own articles 
to be inflated by a single item of un- 
necessary expense,” the company 
said. 

Many other stores are now nego- 
tiating for the lines, Macy’s said, and 
“each is making a selection designed 
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a. 
to meet local needs.”” Neither Macy’s N BEAUTY TREATMENT IN SINGLE PACKAGE 
nor its distributors is interested in eed F’ood Drug Law 
“overstocking before the pulse of 3 os = 
public demand can be felt out, one e h _ h . C ff 
step at a time,” it was added. W it e et ‘ O e e 
WLW Network Expands Washington, D. C., Aug. 10.—-With | defects are that it applies neither to | 4 

with Chicago Outlets | food and drug legislation stymied by eggs nor to cosmetics, al-| a 4 

Transamerican sroadcasting & | internecine warfare within the | though it does forbid false claims on J ar 
Television Corporation, New York,| House Interstate Commerce Commit-| labels. But that law contains a fatal yr 
has announced addition of stations|tee, proponents of radical “consumer- | joker. The law indicts false or mis- a 
WJJD and WIND, both of Chicago, protection” legislation are vociferous | leading claims on labels and the gov- 
to the WLW network which now in- in their demands for action, as illus-|ernment in prosecuting an offender 
ee eee oe trated by the oration of Congressman |has to prove not only that such < ¥ > 
York. — wists eee John M. Coffee, Washington, over the| claims were false but also that the 

According to Virgil Reiter, Trans-|@ir and on the floor of the House.| person who made them knew they 
american vice-president, operations| Coffee rapped all other bills, saying | were false. In other words, the more 
through the new Chicago outlets will|only his own fitted the case. ignorant a drug vendor is and the 


start Sept. 15. 


Welch Renews Air Show 


Welch Grape Juice Company, West- 
field, N. Y., sponsor of Irene Rich, 
has renewed her contract on NBC- 
Blue network for a full year, effec- 
tive Aug. 15. The time is being 
shifted from Fridays at 8 p. m., to 
Sundays, 9:45 to 10 p. m. H. W. 
Kastor & Sons Advertising Company, 
Chicago, is the agency. 


Kiernan Appointed 
William Dunigan & Son, Brooklyn, 
N. Y., mortician, has appointed Frank 
Kiernan & Co., New York, as its ad- 
vertising agency. Newspapers and 
magazines are scheduled. 


“We are a credulous and 
nation,” he charged. ‘“‘We are 
conscious and are intrigued by the 
exquisite lithography of certain 
stocks and bonds and seldom exer- 
cise sufficient caution to inquire int 
the bona fides of the sponsors. We 
believe what we read in the news- 
papers. So it is with pure food and 
drug legislation. The patent medi 
cine racket continues with seemingly 
unabated vigor. Daily we purchase 
with naive faith patent cure-alls in 
our drug stores and canned food- 
stuffs, childishly confident that the 
product is what it purports to be. 
“The present Wiley food 
outgrown its usefulness. 


gullible 
color- 


has 
chief 


law 
Its 


] 
less 


about medicine the less 
is to be convicted.” 


he knew 
likely he 


Coffee then went into detail into 
the historic cases involving Banbar, 


Marmola, dinitrophenol, and strych 
and the “advances” made by 
the Tugwell bill in forbidding adver- 
tising of cures for many specific dis 
He then digressed to discuss 
zrade labeling. 

“Today the 


nine, 


eases. 


housewife, when buy- 


ing canned foods, is buying a sur- 
prise package. The gaudy label on 
the outside of the can is about as 


descriptive of the contents as a cir- 
cus sideshow is of the freaks inside. 
Canners protested that grade labels 
would confuse the ignorant house- 


r anak he 


sf Uh 


‘ Thus will Iowa farmers write 


in their ledgers 
finished 
August 1 federal 


Iowa’s corn crop 


months to come. 


A. B. C. figures show Des Moines 
Sunday Register circulation to be 
312,540... reaching half the fami- 


lies in Iowa 


rich state into a single 
CITY at lowest milline 


Iowa ($1.76). 


The combination ought to suggest 
something to alert advertisers. 


S MY 
Y 


WS 


reports show 
to 
largest in the history of the state 
ample provender for count- 
less herds of swine and cattle sell- 
ing at five year price peaks 
assurance of increasing wealth for 


turning 


AM 


when 1937 is 


be third 


a whole 
SALES 


rates in 


_——, 


Dedon Laboratories, Erie, Pa., is introducing the Kitstick in the current Harper's 


Bazaar. 


It is a red, white and blue make-up kit shaped like a lipstick, and is 


composed of four compartments, one screwing into the next to provide room 
for cream rouge, cleansing cream, powder base and eye shadow. Maher-Maidman 
Associates, New York, is the agency. 


wife, that the poor would be ashamed 
to ask for the lower grade, that it 
was impossible to grade accurately. 
Isn’t the housewife today confused 
by the canners’ adjectives? If you 
are in any doubt just listen to those 
used in listing sizes, not quality, of 
olives: Small, medium, large, extra 
large, mammoth, giant, jumbo, co- 
lossal, and super-colossal. Even Cecil 
B. De Mille, in his palmiest days, 
couldn’t do better than a ‘super-co- 
lossal olive.’ ”’ 


Attacks Proprietary Products 


his attack 
directing his 


Coffee then reverted to 
on patent medicines, 
fire on several advertised products. 
Finally, he admitted that his own 
bill, H. R. 5286, was written by the 
Consumers’ Union of the United 
States, Inc. 

He concluded: 

“How long, O Lord, how long will 
we gullible ones continue to be de- 
frauded, duped, misled, and exploited 
without rebelling? How long will we 
meekly turn the other cheek? Shall 


we sacrifice life for private profit 
indefinitely? Let us awaken to our 
peril; rise up and act. The record 


of Congress the past four years in 
to food and drug legislation 
of which none of us can be 


respect 
one 
proud. 

“It will be a betrayal of our con- 
stituents’ interest if we fail to pass 
a new law in the near future. It 
will be no less a betrayal if that new 
law is one which is little better, if 


is 


any, than existing legislation, and 
even weaker in some respects—I 
mean the Copeland bill. For that 


reason, friends, I urge support of the 
Consumers’ Union pure food and 
drug bill, a measure with a purpose, 
with real teeth in it, and which 
means what it says.” 


Issues “Challenger Life” 


“Life on the Challenger,” a booklet 
written by Jacob F. Irmiter, assistant 
advertising manager, describing 
travel and travelers on that train, 
has been issued by Chicago & North 
Western Railway Company. 
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*Survey will be sent upon request. 
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FORTUNE MEANS BUSINESS 


BECAUSE 


. «in FORTUNE, your advertisement reaches 130,000 
subscribers and sells them twice: 


as executives with final say on policies and -pur- 
chases in large corporations throughout the 
country. 


as family men and their wives, with homes to 
furnish, and families to feed and clothe and 
keep amused. 


FORTUNE means business for you because these $10-a-year 
customers read the advertising pages as well as the editorial 
pages in FORTUNE. | 7 

And there’s extra business in the 2,000,000 extra readers 
who read or look through FORTUNE every month. 


FORTUNE 


135 EAST 42ND STREET, N. Y. C. 
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General Tire Company 


Forms New Department 
John C. Ink, of the sales depart- 
ment of General Tire & Rubber Com- 
pany, Akron, has been appointed 
head of the newly-created automobile 
tire department. 

George A. Gear has been 
ferred to the new department from 
the stock distribution division; D. F. 
Martine, from advertising, and T. K. 
Fontaine, from the sales department. 


trans- 


Merit Food Appoints 
Merit Food Company, Inc., Hack- 
ensack, N. J., has appointed Moore & 
Hamm, Inc., New York, to direct ad- 
vertising of Dianaise salad dressing. 
A campaign will be released early in| 
the fall. 


To Advertise Auction 
Peck Advertising Agency, New 
York, is in charge of a campaign to 
advertise an auction by bank receiv- 
ers of real estate holders of closed 


national banks of Westchester 
County. Joseph P. Day, Inec., New 
York, is acting for the bank re- 


ceivers. Leading newspapers in New 
York City, Westchester, 
Yonkers and Pennsylvania are being 
used. 


Crosby New President 

Lewis H. Brown, president, Johns- 
Manville Corporation, New York, has 
announced that E. S. Crosby has been 
named president of Johns-Manville 
International Corporation, a subsid- 
iary. He was formerly vice-president 


‘and general manager. 


Queens, | 
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‘Johnston, Knott 

Join Van Cronkhite 
| Forrest Johnston, formerly account 
| executive of Pettinger-La Grange, 
Inc., Indianapolis, has been appointed 
| director of the foreign language sta- 
| tion division of Van Cronkhite Asso- 


|ciates, Inc., radio representatives, 
Chicago. 
Sam Knott, formerly divisional 


|manager of Transradio Press Serv- 
lice, has joined the organization as 
|editor of the news room. 


Stecher Returns 
Fred H. Stecher, Jr., has returned 
to the New York office of Scripps- 
Howard national advertising depart- 
ment. For the past two years he has 
been on the national advertising staff 
of the New York World-Telegram. 


‘BACK OF AUTO 
~ PRICE ADVANCES 


| 
Detroit, Aug. 12.—A new wave of 
| price raises in the automobile indus- 
try this week was added proof of 
what had been quietly noised around 
earlier in the week—that advertising 
keynotes for 1938 had been one prime 
factor at the bottom of the entire 
movement of price increases. 

During the week Packard, Hudson 


ae 


These are extra late-summer dividends offered by Jacksonville and its 


prosperous trading territory .. . 


Union. 


Millions In Current Cash Crops 
Offer Extra Dividends 


for TIMES-UNION ADVERTISERS 


TOBACCO—nmillions of pounds of cigarette bright-leaf 
now being marketed are bringing nearly $5,000,000 in cash 
to the pockets of farmers in territory covered by and 
thoroughly responsive to Times-Union advertising. 


BOOMING SUMMER RESORT PATRONAGE at Jackson- 
ville's magnificent beaches is producing a rich harvest of 
concentrated income mounting toward a Labor Day peak 
and directly reached by Times-Union circulation. 


"BEST SALES SPOT" conditions, with general activity 22 
per cent ahead of last year, have focussed attention on 
Jacksonville as a sales high-spot for the coming months. 


How accessible becomes impressively clear when you analyze 


these coverage figures: 


families. 


of his tobacco. 


of trade. 


Tobacco Dollars in Action 


This farmer is buying a new car 
from cash just received from the sale 
The ink on his check 
is hardly dry, yet his tobacco-dollars 
are already spinning into the channels 


New York 


ritory families. 


The daily Times-Union reaches 89% of all literate families 
in urban Jacksonville; 73°% of all literate trading territory 


The Sunday Times-Union reaches 96% of all literate fam- 
ilies in urban Jacksonville; 79% of all literate trading ter- 


Yet the Times-Union's milline rates, $1.96 daily, $2.02 Sun- 
day, are among the lowest in the United States. 


The Florida Gimes-Union 


LARGEST CIRCULATION IN JACKSONVILLE 


Daily — FLORIDA'S LARGEST NEWSPAPER o5¢ 


Represented Nationally by REYNOLDS-FITZGERALD, Inc. 
Los Angeles 


Philadelphia 


Chicago 


Detroit San Francisco 


GARNER & GRANT, Atlanta, Georgia 
MEMBER AUDIT BUREAU OF CIRCULATIONS 


and wholly accessible through the Times- 


Seattle 


"38 COPY PLANS | 


BUY BY BASKET 


——— 
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> 
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= eat omiigh ber, i> your prive! 


Nation-wide exploitation of this appeal 

and actual use of market baskets have 

yielded ‘‘amazing” results for Schenley 
Products Company. 


| « _ 


and Nash joined in the advance 
movement which had developed dur- 
ing the previous week when all Gen- 
eral Motors and most Ford prices 
had been revised upward. As mat- 
ters now stand, only Chrysler Cor- 
poration subsidiaries and Studebaker 
have given no inkling of their inten- 
tions. All other manufacturers who 
have not yet taken action have in- 
dicated, officially or unofficially, that 
they will raise prices soon. 

The significance in these price 
rises comes back to two considera- 
tions—that the increases are not suf- 
ficient to cover increased costs of 
production, and that they came near 
the end of the 1937 model run, when 
markets are normally dropping off. 


Claim of Future 


This lends credence to one em- 
phatic school of thinking in Detroit 
which says that the purpose of these 
advances is simply to be able to ad- 
vertise at new car introduction time 
that “prices have not advanced 
1938 models.” 

If this is true and if the companies 
which have not yet advanced prices 
do not do so shortiy, they will find 
themselves at a great disadvantage. 

Another minor school of thinking 
here maintains, however, that the 
raises announced already are not suf- 
ficient and are merely a first step in 
a series of advances, the next of 
which will come at new model time. 
This group uses production depart- 
ment studies to show that costs have 
risen closer to 10 per cent than the 
five per cent average which was in- 
dicated in the already announced in- 
creases. They state that on this 
basis either the manufacturers must 
depreciate car quality in 1938 or 
give the price lists more elevation. 

News of price advances caused a 
stampede among consumers in many 
parts of the country to get in under 
the wire before the increases took 
|effect. This rush, in the opinion of 
| many, will give automobile manufac- 
| turers a knotty problem a little later. 
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on 


Some Advertisers 
feel that Newscolor broad- 
sides are “too cheap” for their 
products. Printed on news- 
print, mewscolor has _ per- 
formed handsomely, for man- 
ufacturers of women’s ap- 
parel, refrigeration, stoves, 


jewelry, plumbing fixtures, 
and other _high-unit-sale 
merchandise. High-hat? No. 


High-powered? Yes! 


OF a 
: EXCLUSIVE pRoDuUCcT 


- SHOPPING NEWS 
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READER-INTEREST 


As a result of efforts to turn out the best 
magazine in this field, newsstand sales 
for the first two issues of the combined 
Pictorial Review- Delineator averaged 


551,502 copies. 


This is a smashing gain over the May and 
June issues a year ago; a gain of 265,915 
copies, or more than 93%. 


To make a-more recent comparison, it 
is a gain of 71,388 copies, or 15%, over 
average newsstand sales for the first three 
months of 1937. 


In short, Pictorial Review-Delineator 
newsstand sales are now at an all-time 
peak, and continuing to climb at a pace 
practically insuring 600,000 for the third 


quarter of this year, with September at, 
or very near the 700,000 mark. 


When a magazine succeeds in arriving at, 
and maintaining an editorial formula that 
meets with popular favor, the result is 
always the same... voluntary newsstand 
sales show sharp increases. That is why 
continued newsstand gains, more than any 
other factor, prove genuinereader-interest. 


This convincing evidence of preference 
for Pictorial Review-Delineator among 
approximately three million women is the 
basic reason for an increase in advertising 
linage for 1937 that far outstrips any gains 
made by other publications in this field. 


Pictorial Review 
omit Delineator 


NEWSSTAND GAINS 
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Two shacks were stuffed with excelsior and ignited in Detroit Aug. 10 
1 to test the claims of a new fireproofing material. Here's the way they 
looked La after the torch was applied while 300 fire prevention experts 


2 


watched and marveled. tents were completely devoured. 
@ 


HE City Bird and 
Bird 
advertising job! Between them 
they make a swell combination 


| The Country 
join up to do a complete 


* CIRCULATION * 


City Bird: Largest Daily Circu- 


lation 


that parallels BUYING POWER 


OREGONIAN DAILY CIRCULATION Country Bird: Lowest Malline Rate 
UPSTATE 57.2% PORTLAND 42.8” in Portland 
RETAIL SALES IN *OREGON Besides the city coverage, THE 


OREGONIAN has the most com- 
plete and effective upstate circula- 
tion. 


UPSTATE 60.3% PORTLAND 39.7% 


*Southwestern counties of Washington are part of the Oregon market | 


Reach this dual market through 
theone medium the one that spells 
Results with a capital “RR 


a 


? 


Color Representatives: ASSOCIATED WEEKLY Inc., New York. Chicago, Los Angeles, San Francisco 
National Representatives: VERREE & CONKLIN, 285 Madison Ave., New York | 


333 N. Michigan Ave., Chicago * 321 Lafayette Blvd., Detroit * 5 Third St., San Francisco 


Work of roaring inferno. The shanty which was 
without the protecting fluid went up in flames in mes 
a few short minutes. Only a shell is left and the con- of the fiery ordeal slightly singed but inviolate 
for a new scientific triumph. 


i- 
en ® 


The shack treated with the fluid withstands 
the onslaught of the flames and comes out 


PUT TORCH TO SHANTIES TO DEMONSTRATE FIREPROOFING QUALITIES OF NEW FLUID 


ae - 


FLAMEPROOFING 
MATERIAL WINS 
IN PUBLIC TEST 


Detroit, Aug. 10.—A new fire proof- 
ing treatment, inexpensive and easy 
of application, was demonstrated 
here today before 300 highly inter- 
ested fire chiefs, newspapermen and 
spectators. 


The test was simple—and dra- 
matic. Two identical miniature 
homes had been built. They ‘were 


approximately 10 by 12 feet in size, 
and had been furnished alike. One 


had been treated with the compound 
invented by a German chemist, Dr 
Castor Rossel. The other build- 
ing was untreated. 

kixcelsior 
of 


set 


K, 


the 
they 
The | 


stuffed into 
buildings and 
were simultaneously. 

untreated building into an | 
uncontrollable blaze in three and a} 
half minutes, while the only thing 
which burned in the second struc- 
ture was the excelsior. In less than 
five minutes it had burned itself out. 


was 
both 
afire 


floors 


roared 


Letters Are Unharmed 


had been im- 
the substance were 
unharmed was the treated 
structure itself. Even fabric curtains 
and a fabric mailbag were unburned 
and letters inside the mailbag were 
not singed, even though the excelsior 
| flames had played all around them. 
The new product does not yet have 
a name. It to be marketed by 
United States Flameproofing Cor- 
poration, a Michigan company with 
| headquarters in Detroit. Its presi- 
dent Roy R. Fisher, president of | 
Argo Oil Corporation, of Detroit. 
Officials were reticent about details 
f the product. ADVERTISING AGE 
iearned, however, that the substance | 
| can be either applied to wood or fab- | 
rics like a primer coat of paint, or 
can mixed with the paint itself. 
It possesses a high combustion point | 
and under heat releases an inert gas | 
which tends to bring the fire | 


“urnishings which 
Furnishin whicl 


pregnated with 


as as 


is 


is 


be 


control. 

Marketing plans are uncompleted, 
|} but developments were promised “in 
|rapid order.” 


Surveys Used Car Sales 

The World-Herald, Omaha, has 
issued a pamphlet on “Used Car Buy- 
ers,” showing that 52 per cent pur- 
chase used cars through want adver- 
tisements in newspapers. 


Cagle to KFJZ 


Gene L. Cagle has been named | 
ommercial manager of Station 
KFJZ, Fort Worth, Tex. 


Bureau Completes Movie 


A motion picture, “What’s in a 
Dress,” which is being produced by 
the Motion Picture Corporation of 
America for the Women’s Bureau of 
the U. S. Department of Labor, has 
been completed. The production 
shows results achieved by the Bureau 
in getting co-operation of manufac- 
turers and workers in the silk dress 
industry. 


Neon to Phillips 


Edwin M. Phillips & Co. has been 
named to handle advertising of Acme 
Neon Products Company, New York. 
Jesse E. Wilkes is account executive. 


New Licenses ‘Added 


Trubenizing Corporation, New 
York, has announced the addition to 
its list of licensees of Sensation 
Dress Company, Inc., New York. 


SPEED and 
SUPER-SPEED 


By Rail—By Air. Ship your mats, 


halftones, everything you make 
and use, by Railway Express— 
the complete nation-wide rush 


23,000 offices. 


through rail routing. For super- 


service. Fast, 
speed, use super-swift AIR EXPRESS 
—2500 miles overnight. Low, 
economical cost. Quick pick-up. 
Intelligent handling. Prompt, ac- 
curate, receipted deliveries. For 
day or night service, phone the 


nearest Railway Express office. 


RAILWAY 
EXPRESS 


AGENCY INC. 


NATION-WIDE RAIL-AIR SERVICE 
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®Oklahoma farmers have already harvested a $68,000,000 wheat 


ptr Ne Se eee aS” Bei 


* 5 crop. Government experts estimate a cotton crop of 891,000 

sh 4 bales ... biggest crop since 1933. High yields and high prices 

st, 4 are predicted for other crops from fruit to nuts... and “a chicken 

er : in every pot” is assured in Oklahoma this fall and winter. 

sai ; WEY serves 63°/, of Oklahoma's million and a half rural pop- 

i : . ulation with a signal intensity of .5 millivolts or better. But more 

“ iA important than its ability to cover more of Oklahoma than any 

For a other station, WKY is also the most frequent and welcome radio 
the & guest in this state’s homes and is the most direct route to where : 
-. FA big buying ideas are in the making. 


Dre 


OKLAHOMA CITY TIMES AND THE FARMER-STOCKMAN 


) Fa | OWNED AND OPERATED BY THE OKLAHOMA PUBLISHING 
Omd ty COMPANY — PUBLISHERS OF THE DAILY OKLAHOMAN, 
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BIG CHANCE OF 
CO-OPERATIVE 


Chicago, Aug. 12 
operatives may pave the way to 
lower distributive costs and conse- 
quent benefit to the consumer, but 
their success is likely to be won 
through the existing faults of private 
enterprise rather than by develop- 
ment of any new distributive tech- 
niques, according to James L. Pal. | 
mer, professor of marketing, Univer- | 
sity of Chicago, who spoke here last 
night over a nation-wide CBS net- | 
work. 

In his address on “Consumer Co- | 


Consumer co- | 


4 “ 


ader Appeal 


FARM PAPERS 


Verified by Post Office Count 


The Farmer, St. Paul 
Prairie Farmer Nebraska Farmer 
Wallaces’' Farmer & lowa Homestead 
Wisconsin Agriculturist & Farmer 


—— 


operatives as 


| form 


charged 


SWANKY PACKAGE FOR BASKET-BALLS 


How Spalding is giving its sports equipment more eye appeal. 


contributed no 


high 


of trade. 


“But a major explanation of high 
distribution costs lies in the elabor- 
ate service rendered by our present 
marketing system,” he said. 
various retailing establishments have 
eliminated every conceivable 
venience from buying.” 

If consumer co-operation cannot re- 
real marketing 
through reductions in services, which 


costs 


Agencies of Distribu-| have won public favor, Dr. 
tion,”’ under the auspices of the Uni- pointed out, it must therefore aim 
versity Broadcasting Council, Dr. Pal- 
advanced the belief that 
consumer co-operatives will continue 
in certain sections of 
country and in certain trades, it will 
ibe at least a decade before they be- 
major influence in the 
tributive system. 

“Consumer co-operatives,” 
“have 

organization, the use 
|which might render obsolete some of 
our present distributive institutions.” 
pointing out 
marketing systems, Dr. 
operative costs, 
competitive practices and 


he 


weaknesses 


incon- 


except 


Palmer 


|toward other improvements, such as 
| narrowing the spread between cost 
and retail price. 

Current efforts of both the govern- 
ment and private industry to widen 
this spread, Dr. Palmer declared, will 
undoubtedly supply a “considerable 
impetus to the co-operative move- 
|} ment.” 

Dr. Palmer commented that in in- 
dustries which should afford them 
|their greatest opportunities, co-oper- 
| atives have not even made their ap- 
pearance. 
| “The growth and success of co- 
‘operatives in certain areas estab- 
lished with reasonable clarity the 
| fact that consumer co-operation will 
| work in this country under certain 
conditions. It is to be noted, how- 
ever, that most of this growth to 
date has been in rural areas and has 
involved chiefly the purchase of a 
jlimited number of products. It 
|should also be noted that most of 
| the membership in any of our pres- 
ent co-operative organizations is of 
European origin.” 


SPALDING’S NEW 
PACKAGES CARRY 
KNOCKOUT PUNCH 


New York, Aug. 10.—How to pro- 
vide added emphasis to an already 
well-rounded advertising and saleg 
promotional program was revealed 
today by C. A. Grubel, advertising 
manager, A. G. Spalding & Bros., 
\in announcing the extension, in the 
introduction of a new type of con- 
tainer for the Spalding Top-Flite, 
Last-Bilt basket-ball, of a packaging 
program to include practically every 
Spalding item. 

According to Mr. Grubel, attention 
by the advertising department to 
labeling and other packaging details 
has created for the Spalding com- 
pany a new “family” line of contain- 
ers that serves at the same time as 
|arresting window, counter and shelf 
displays. And inasmuch as the con- 
tainers themselves are a merchandis- 
ing rather than an advertising de- 
partment expense, he explained, the 
use of containers possessing definite 
selling value is little or no more of 
a drain on the advertising appropria- 
tion than is the use of ordinary con- 
tainers. 


A Co-operative Effort 


“Through an experimental and 
educational period extending over 
the past six years,” Mr. Grubel said, 
“‘we have established the principle of 
packaging for merchandising and 
have gained the co-operation of other 
departments of the company in effect- 
ing it. This new emphasis is illus- 
trated in our decision, made only 
recently, to change from using set-up 
boxes for a certain line to knock- 
down boxes which can be set up in 
our own factories and which, by cost- 
ling the merchandising department 


* 


EXTRA PUNCH 


August 16, 1937 


less, provided the advertising depart. 
ment with the wherewithal to pro. 
duce a stunning label that can he 
classified as one of our most effective 
advertising pieces.” 

The use of this label, which is deep 
blue and white over a background 
of brilliant red, has been gradually 
extended, he explained, the latest use 
being in connection with the new 
basket-ball container, which is con. 
|sidered by the company to represent 
la revolutionary step in the packaging 


of sporting goods of this type in tha 
it dispenses with the _ traditional] 
square box in favor of a modernistic, 
cylindrical, deep maroon-colored con- 
tainer, believed to convey the impres- 
sion of Spalding “family” quality. 
One of the best examples of the 
value of creating packaging in terms 
of merchandising value was cited 
by Mr. Grubel as being part of the 
current sales story to be told of 
Spalding Kro-Flite, Top-Flite, and 
Tournament golf balls, which were 
formerly packaged three to a “boat” 
in Cellophane-wrapped units of 12. 


Imprint Is Enlarged 


Investigation personally conducted 
by Mr. Grubel disclosed that although 
this wrapping allowed for the visi- 
bility of the Spalding name, im- 
printed on each golf ball, yet the 
imprint was necessarily too small to 
have any appreciable amount of at- 
tention value. By designing a con- 
tainer three-fourths of an inch wider 
than other golf boxes on the market 
and which contained a_ specially 
built-in, non-detachable display piece, 
a point-of-sale aid was devised that 
gave eye supremacy to the three 
brands on shelf and counter and de- 
rived specific advertising value from 
the display copy inside each box. 


Berger Transferred 

Louis S. Berger, former display 
classified advertising manager, has 
been transferred to the national ad- 
vertising department of the New 
York Times. Max Falk, formerly real 
estate advertising manager, has been 
appointed manager of display classi- 
filed advertising. 


It’s the extra punch that delivers extra 


sales. 


More and more network advertisers 


are getting that extra punch by broadcasting 


individual programs over WLW. 
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We moderns go our merry way in all seasons—ever seeking the new and better 
thing—and Old Man Winter has no power to chill our desire for the products of out- 
door advertisers. Show us _vour outdoor advertising message—give us a swilt, vivid 
> ii 

£m, Y — | 

a # do for us—while we're out walking, motor- 
Ifn 


worsstell 


mm mm your message, and we'll buy your product, 


BUSINESS REPLY CARD 


First Class Permit No. 95 (Sec. 510 P. L. &°R.) Chicago, Illinois 


n where we can really see it! ... Now is the 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


100 East Ohio Street 
’ Chicago, Illinois i 


OurtTpoor A pve dren f INCORPORATED 


60 EAST 42nd STREET-NEW YORK 


ATLANTA . BALTIMORE ' BOSTON , CHICAGO ° CLEVELAND ° DETROIT . HOUSTON 
PHILADELPHIA . ST. LOUIS . LOS ANGELES : SAN FRANCISCO 


ising for January as you planned it for May! 


December,’’ describing the modern trend in outdoor advertising. 
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Women Explain 
Why They Buy 
Furs in August 


New York, Aug. 10.—The power of 
advertising to create a demand for 
unseasonable merchandise during a 
normally slack business season was 
brought home forcibly here last week 
when women shoppers in several 
prominent department stores were 
asked why they were inspecting fur 
coats on a blistering mid-summer 
day. The unanimous answer was: 
“Because all the advertising advises 
us to buy now and tells us we can 
get more for our money.” 

The confidence of shoppers in this 


popular dog-days advertising theme 
was reported by a representative of 
Women’s Wear Daily who queried 
the customers as they were leaving 
fur departments. Typical comments 
reported were: 

“All the advertisements in the 
paper say it’s cheaper to buy a fur 
coat now.” “Everybody should buy 
a fur coat now because it’s cheaper— 
everyone knows that because of all 
the window displays, mailed an- 
nouncements and newspaper adver- 
tisements.” “It’s cheaper to buy a 
fur coat now—all the newspaper ad- 
vertisements and store circulars say 
so.” “The signs in the windows show 
reductions and the newspaper adver- 
tisements prove that in August sales 
furs are cheaper than later in the 
season.” “All the newspaper adver- 


tisements advise buying in the 
August fur sales.” 


Expands Radio Program 


Florence Stove Company, Gardner, 
Mass., will use radio outside of New 
England for the first time when it 
starts a series Sept. 15 over WOR, 
New York. William B. Remington, 
Inc., Springfie!d, Mass., is the agency. 


Griffin Joins Reach 


Bryant Griffin, formerly with Frank 
Presbrey Company, New York, has 
joined Chas. Da'tlas Reach Company, 
Newark, N. J., as account executive 


Vieth Transferred 


Harry P. Vieth has been trans- 
ferred from the Chicago to the Pitts- 
burgh office of Batten, Barton, Dur- 
stine & Osborn, Inc. 


THINK FARLEY 
COULD CREATE 
DEALER CORPS 


Pierce - Arrow Offer to Post- 
master Explained 


Buffalo, N. Y., Aug. 10.—Post- 
master General James A. Farley may 
come to Buffalo to head the Pierce- 
Arrow Motor Corporation, which will 
be newly financed and strongly or- 


ONLY HOUSEWIVES WHO ARE “IN THE MARKET” 


THE FAMILY CIRCLE 


IT’S REALLY AS SIMPLE AS A, B, C. 


GET 


ce, 


NEW BAYUK HEAD 


A. J. Newman, elected president of 
Bayuk Cigars, Inc., Philadelphia. Vice. 
president and general sales manager for 
nine years, he formerly was sales man. 
ager for P. Lorillard Company, 


—= 


ganized. Elaborate plans are being 
formulated to put Pierce-Arrow into 
a dominant position in production 
sales and executive personnel. 

Production officials long have had 
under consideration a new design for 
a car to sell for $1,000 or less, ang 
formal announcement is expected 
this fall. The corporation also hag 
been working on a financing program 
involving the sale of securities, 
either privately or publicly. This is 
intended to provide about $12,000, 
000 of new capital. 

Whether Mr. Farley has definitely 
decided to quit the Roosevelt cabinet 
and accept an invitation to head the 
Buffalo company has not been ascer. 
tained, but Mr. Farley himself com. 
mented in Washington that the offer 
had been made. 

Interests close to the management, 
however, are authority for the state. 
ment that a man of unusual proni- 
nence “will be brought in from the 
outside when the Pierce-Arrow com- 
pany is refinanced and production of 
cars is resumed on a broad scale.” 

Mr. Farley was in Buffalo July 11, 
on the start of his Western trip, os- 
tensibly to discuss the mayoral and 
gubernatorial campaigns with Ed 
ward C. Dethloff, county chairman of 
the Democratic party. Whether he 
met Buffalo bankers and Pierce 
Arrow executives at that time has 
not been established. 

Pierce-Arrow, it is believed, will 
have no difficulty in designing and 
producing a car that will be readily 
marketable in view of the fact that 
automobile sales next year are ex: 
pected to equal 5,000,000 units. The 
company, however, has a problem in 
rebuilding its dealer relationships, 2 
job for which Mr. Farley, it is agreed, 
would be eminently suited. 


Gets “Washington Post” 


The Washington Post has ap 
pointed Wallace & Associates, Inc. 
New York and Chicago, as retail ad- 
vertising representative. 


———— 
——— 
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Complete Broadcast: 
ing Facilities Wired 
and Transcribed 
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/ A. chain grocery stores buy THE FAMILY CIRCLE MAGAZINE. 
| B. They give it to any housewife-customer who wants to read it. 
C. More than 1,470,000 want to. 


These housewife-customers get THE FAMILY CIRCLE without charge. How do we 
know they read it? Because they’ve been “in the market.” week after week—for five 


years—to get it. Because week after week they send coupons to FAMILY CIRCLE ad- TRANSAMERICAN BROADCASTING 
vertisers (32 per thousand is a recent example)—which shows that these house- AND TELEVISION CORP. 


wife-customers are not only “in the market” for THE FAMILY CIRCLE but for the 
advertisers’ products, too. 


THE FAMILY CIRCLE 


400 Madison Ave., New York: 6 No. Michigan Ave. Chicago; 1217 Russ Bldg., San Francisco 


JOHN L. CLARK, PRESIDENT 


HOLLYWOOD 
5833 Fernweed 
Avenue 
Hollywood 6818 


CHICAGO 
333 N. Michigan Ave. 
STate 0366 


NEW YORK 

521 Fifth Ave. 

MUrray Hill 
6-2370 
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YOU CAN’T 


PORTRAIT OF A MAIOR MARKET 
“AND THE BEST MEANS OF 
SELLING IT Zoe GOODS 


AFFORD TO MISS THE NASHVILLE MARKET ! 


@ THE MARKET—middle Tennessee, including 35 


Tennessee and 6 Kentucky Counties in a radius of 
seventy-five miles from Nashville. 


In this area there are 863,215 people. 
This includes Nashville with its 184,353 population. 


23 other towns with a combined population of 292.756 
people. 

This market spent $153,709,000.00 in retail outlets alone 

last year. 

It showed a 47% retail spending increase over 1933, 

against a 31% gain for these United States as a whole. 


X Marks the Only Spots Where 
the Tennessean Newspapers 
Do Not Lead! 


As to the means for selling this major market, study , 


Tennessean 


MORNING e 


Silliman Evans 
President and Publisher 


the map above. Out of these 41 Counties containing 
24 cities and 863,215 people. . . 


The Tennessean leads in Nashville. 


The Tennessean leads in every one of the remaining 
23 towns. 


The Tennessean leads in 36 out of 41 Counties. 
The opposition paper 


leads in only 5 of the 41 
Counties. 


Newspapers |nc. 


EVENING * SUNDAY 


NASHVILLE, TENNESSEE 
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Growing Strength of the Inde- 


pendent 


The enactment of the Tydings- 
Miller bill is part of a pattern which 
defines the growing political strength 
of the independent retail merchant. 
It is in line with the Robinson-Pat- 
man law, in that it is intended to 
shear the large buyers, such as 
chains and department stores, of the 
advantages which their great pur- 
chasing power has given them. 

The idea of price maintenance 
originated years ago with national 
advertisers, who saw in the use of 
branded and advertised products as 
leaders in the big merchanising or- 
ganizations the prospect of a grad- 
‘ual decline in interest on the part 
of the independent merchant. As a 
matter of fact, the latter is still the 
key to most retail merchandising sit- 
uations, because unless a product is 
stocked and displayed by the inde- 
pendent, interest in it on the part of 
the chains is likely to wane. 

Since the retailers have been able 
to marshal such impressive political 
strength as manifested by the enact- 
ment of measures like those referred 
to, national advertisers have shown 
less enthusiasm for price mainte- 
nance than formerly. The fact that 
acceptance of the provisions of fair 
trade laws in the numerous states in 
which they have been put on the stat- 
ute books has been far less than uni- 


Retailer 


versal indicates a growing disposi- 
tion to question the ultimate benefits 
of a fixed price policy. 

Opponents of price maintenance, 
which they prefer to condemn as 
price-fixing, insist that it will result 
in greater emphasis on the brands 
of department stores and chain 
stores, which will advertise them in 
preference to national brands. On 
the other hand, the competition of 
the independent retailer, who with an 
assured margin of profit will un- 
doubtedly give more than customary 
support to advertised products, will 
force the larger merchandising or- 
ganizations to continue to stock and 
supply national brands to those who 
want them and are willing to pay the 
established prices. 

Business men generally have lost 
much of their interest in the idea of 
solving all economic ills by legisla- 
tive enactment. On the other hand, 
we are in a period in which more 
and more groups are pressing for 
protection and economic adjustment 
by means of laws passed for their 
special benefit. The independent re- 
tail merchant is a powerful factor in 
the business situation, and all of the 
evidence indicates that from now on 
he will be even more powerful in the 
development and application of po- 
litical action. 


. 


Broadcasting and Politics 


Broadcasting is necessarily a busi- 
ness which must be _ constantly 
aware of and adjusted to political 
conditions. Created and operated in 
the public convenience, interest and 
necessity, the industry must regard 
commercial broadcasts as an incident 
rather than the main objective of its 
activities. 

Advertisers are of course chiefly in- 
terested in a stable medium, and for 
that reason are concerned, together 
with broadcasting companies, in the 
sound and permanent development of 
the best possible facilities for radio 
transmission. 

It is amazing that such great prog- 
ress has been made in the face of the 
uncertainties which surround the 
conduct of broadcasting companies 
which operate under licenses which 
may be terminated in six months. 

The Federal Communications Com- 
mission, even though it is condemned 
occasionally by excitable Congress- 
men, has shown remarkable consid- 
eration for the interests of broad- 


casting as a whole in the handling 
of the delicate problems arising out 
of the licensing situation and the al- 
location of wave lengths and trans- 
mission power. Its members have 
indicated that they recognize the 
rights of those who have made sub- 
stantial investments in the provision 
of the radio facilities enjoyed by the 
public and advertisers. 

It should not be too much to ex- 
pect, however, that a change in the 
law be planned which will make the 
license period not less than three 
years, and establish in a clearer and 
more specific manner the property 
rights of broadcasting companies. 

Broadcasting may still be in a 
transition period, as far as final allo- 
cations are concerned, but advertis- 
ers would approve a program which 
would justify the industry in still 
greater improvements in radio facili- 
ties. Permanent licenses, revocabie 
only on proof of violation of public 
interest, would supply such a basis 
for the future. 


SALESMAN DIGS UP HOT PROSPECT 


—Collier’s 


"Good morning, Madam! . . . Wow!” 


Views from 


the Outside 


It Works 


(As viewed in Business Week) 

With the wage-hour bill in the 
headlines, the Walsh-Healey act that 
applied minimum-wage and maxi- 
mum-hour regulation to government 
contract work a year ago is practi- 
eally forgotten. What a commotion 
there was over a mere 40-hour week! 
The difficulty in getting companies to 
bid was enormous but the Labor De- 
partment reports that there is no 
trouble now. Since last Sept. 28, 
when the law became effective, 3,845 
contracts totaling $206,811,000 have 
been awarded to contractors who 
have agreed to observe the 40-hour 
week. This represents somewhat 
more than the 10 per cent of the gov- 
ernment’s total purchases to which it 
was expected that the act would ap- 
ply. The rest is accounted for by ex- 
emption of contracts less than $10,- 
000. 

The activities of the CIO and the 
AFL have, of course, operated con- 
currently with the Walsh-Healey act 
to the same end. Blanket exemption 
of all employers paying time-and-a- 
half over 40 hours also has done 
much to ease the situation. A great 
deal of overtime has been worked in 
the South. There’s been some diffi- 
culty in gettimg employers to pay 
for it. In the Midwest and the 
Bast there hasn’t been so much over- 
time worked nor so much trouble in 
convincing contractofs that the over- 
time must go into the pay envelope. 
The Labor Department checks up and 
is planning to increase its field in- 
spection force from 10 to 25. At 
present the states are helping out. 
One headache is the fact that, out of 
the $335,000 appropriation for the 
current fiscal year, only $20,000 may 
be spent for travel, which is or 
should be a major expense. 

After much protest, industry has 
adjusted itself to the 40-hour stipula- 
tion on government contracts and 
some companies have informed the 
department that as a result they are 
gradually putting their entire opera- 
tions on this basis. The Carborun- 
dum company is mentioned with com- 
mendation. The law has been a great 


nuisance to the navy. Many of its 
contracts call for highly specialized 
products that are made by this or 


such cases also have been fast ironed 
out with a better understanding of 
the law. 

In fact the law is now operating so 
smoothly that little attention appar- 
ently has been given to the provision 
of the wage-hour bill lowering ex- 
emption from the Walsh-Healey Act 
to contracts amounting to $2,000. 
This will cover 15 or 20 times as 
many contracts as the present $10,- 
000 limit; although dollar volume 
will not rise proportionately. 

With the new wage-hour law in 
the offing, the Labor Department is 
just getting ’round to fixing the min- 
imum wages applicable to work on 
government contracts in various in- 
dustries. So far Sec. Perkins has 
allowed the South a wage differential 
in only one industry, men’s under- 
wear, in which, on all contracts 
awarded on and after Aug. 2, North- 
ern plants must pay $14 and South- 
ern plants $13 for a 40-hour week. 
The Southern area includes Virginia, 
Tennessee, North Carolina, South 
Carolina, Georgia, Florida, Alabama, 
Mississippi, Arkansas, Texas, Louisi- 
ana, and Oklahoma. 


Cause or Effect 


(As viewed in Tobacco World) 


The spasmodic outbursts of the 
“Anti-Everything” leagues, associa- 
tions, organizations, etc., against 
smoking in general, and the use of 
cigarettes in particular among the 
growing youth of our nation, will get 
little consolation from the report of 
C. F. Bailey and A. W. Petre, of the 
Mellon Institute of Industrial Re- 
search, who conducted tests among 
high school students in five different 
cities. 

he smoking tests revealed that in 
the intelligence tests the smokers 
made generally higher scores than 
the non-smokers. A definite superi- 
ority on the part of smokers was re 
vealed, thus exploding another fic 


tion. 


that Mr. X and nobody else. But 
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Information 
for 
Advertisers 


The following documents May be 
secured without charge from com. 
panies sponsoring them, or thro 
ADVERTISING AGE, by any nationaj ad. 
vertiser or advertising agency exer, 
tive writing on his business lett, 
head. 


No. 1210. Since 1917. 

This booklet, issued by (On 
Tribune, reports on conditions today 
and traces the changes in the circy. 
lations of Chicago daily newspaper, 
during the past 20 years. 


No. 1211. Mrs. Cohen Goes A-buying, 


Issued by Station WLTH, this pro. 
chure describes a Ross Federal Re 
search Corporation survey of grocery 
merchants in typical Jewish sections 
showing which medium they belieyeg 
food manufacturers could use mogt 
effectively in selling the New Yor, 
Jewish market. 


No. 1212. Do You Eat 72 Pound 
Each Year? 


Census figures show that bakers 
produced 9,307,578,674 pounds of 
bread in 1935—or 72 pounds per per. 
son, says this folder issued by Bak. 
ers’ Helper. Tables show the per 
capita value of products, number of 
establishments, and value of products 
from 1879 to 1935, and a state by 
state breakdown for the industry, 


No. 1213. Here is WCCO. 


This interesting brochure issued 
by WCCO, tells about “Safety on the 
Highways,” a series of dramatic 
sketches written and acted by stu. 
dents of Minnesota high schools, 
broadcast as a sustaining feature. 
This series, the brochure says, er. 
presses the station’s attitude toward 
social activity, its essential rule in 
community affairs of the Northwest, 


No. 1182. Your Michigan Market 
Outside of Detroit. 


Booth Newspapers have issued 
this brochure covering detailed in- 
formation on the Michigan market 
outside of Detroit. It includes maps 
of the various trading areas, ani 
data on the Booth newspapers cover. 
ing these zones. 


No. 1208. Answers to Your Questions 
About Winter Air Conditioning. 


Who is selling it? In what kind of 
homes is it being installed? What 
type of firing equipment is being 
used? What are the obstacles to 
sales? These and other questions, for 
31 typical cities, are answered in this 
study issued by Air Conditioning 
Combined with Oil Heat. 


No. 1209. Ohio’s Small City Market. 


This brochure, prepared by Joh 
W. Cullen Company for the Ohio Se 
lect List, contains current data on 48 
key Ohio markets covered by the 50 
small city newspapers of this group. 
Maps and summaries of each trading 
area, accompanied by information 0 
the local newspaper, provide concise 
and valuable guides to these small 
city markets. 


No. 1206. You Will Love Me in De 
cember, January, February, as You 
Did in May, June, July. 

This booklet, issued by Outdoor Ad 
vertising, Inc., gives national attent 
ance figures for movies, hotels aud 
sporting events throughout the entire 
year and also contains figures 
gasoline consumption and car 
tration to prove that outdoor adver 
tising circulation is constant th 
out the year. 


No. 1198. The Institute That Begims 
at Home. 

The Household Magazine has is 
sued this illustrated brochure 
scribing the Household Search 
a typical small town American hom 
which functions as its pr? ra 
ground for products subjected - 
real-life, real-home tests. Produ ‘ 
passing these trials are privileged 
carry the Searchlight-approved 


the brochure states. 
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‘i “BIG 5” FARM MAGAZINES | 
1% Gain 179 Pages of Advertising — 


(FIRST EIGHT MONTHS OF 1937) 


FARM JOURNAL 
ROL PAGES «5 


roducts 
tate by 
stry. 


issued 
’ on the 
ramatic 
by stu. 
schools, 
feature, 
AYS, ex- 
toward 
rule in 
rthwest, 


MAGAZINE 
7. 
22 PAGES 


MAGAZINE “B” 
43 PAGES 


Market 


issued 
iled in- 
market 
es maps 
as, and 
"S cover: 


~~ u ; The steady progress of the leading farm magazines is 
What 
s being 


lt further evidence of the increased buying power of the 


tioning national farm market. 


Market. 
by John 


Oho Se - Our record during these eight months (on top of 156 


“radia pages gained in 1936) is dramatic recognition, by 


ation 00 
. concise 


esos | national advertisers, of Farm Journal's modern editorial 


ee formula. Farm families, too, have registered their en- 


yet E thusiastic acceptance of this new type of magazine by a 
tels and 
he entire 


ares 3 | ‘circulation increase of 230,000 in less than two years — 
cou now 1,333,000 net paid. 


FARM JOURNAL 


Prous 5 Sigiat “4. DAYS FROM WRITER TO READER” 
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Michigan Sales 
Tax Applies to 
Trade-Ins, Rule 


Lansing, Mich., Aug. 10.—Michigan 
customers must pay the 3 per cent 
retail sales tax on the full amount 
of purchases, regardless of trade-ins, 
the attorney general's department 
has ruled in reversing the July 1 
regulation of the state board of tax 
administration. The decision also re- 
verses procedure in almost every 
state which has a sales tax, the cus- 
tom being to levy the tax only on the 
cash part of the transaction. 

Draper Allen, managing director 
of the board of tax administration, 
requested the legal opinion which 
upset the board ruling. 

“In view of the express wording of 
the statute it is our opinion that the 
general sales tax should be collected 
upon the total consideration received, 
including money, credits, property, 
etc., and not simply on the actual 
cash involved in the transaction,” the 
opinion said. 


May Be Retroactive 


“It is further our opinion that the 
sales tax should be collected on the 
sale of any article which had pre- 


viously been accepted as part pay- 
ment on other property.” 

The attorney general’s department 
asserted that the 3 per cent retail 
levy is a “privilege tax for doing 
business.” 

The ruling of the board of tax ad- 
ministration had provided that 
“Credit may be allowed for the value 
of the commodity accepted in trade 
and the tax applies only to the dif- 
ferences between the trade-in and 
the amount of the sale. Trade-ins 
are deductible only where like is 
traded for like.” 

The new decision hits not only car 
dealers, but retailers of refrigerators, 
typewriters, and many other prod- 
ucts. 


Brown-Forman Appoints 


McKee, Albright and Ivey, Inc., 
Philadelphia, has been appointed to 
handle part of the account of Brown- 
Forman Distillery Company, Louis- 
ville. Ruthrauff and Ryan, Inc., Chi- 
cago, will continue to handle a part 
of the account. 


Hennion Named 


J. B. Hennion, formerly with Ben- 
dix Products Corporation, South 
Bend, Ind., has been appointed adver- 
tising manager of Round Oak Com- 
pany, Dowagiac, Mich., maker of 
ranges, furnaces and air condition- 


Magazine, Radio 
on Paint Schedule 


General Paint Corporation, San 
Francisco, will launch a radio cam- 
paign next April in 11 Western states 
and Denver, Dallas, Tulsa and Salt 
Lake City through R. C. Walter Ad- 
vertising Agency, Los Angeles. The 
program will tie in with the com- 
pany’s new Colorscope Magazine to 
be published April 1, 1938. 

A series of transcribed quarter 
hours featuring Cordelia Pearl, color 
consultant and interior decorator, 
with productions recorded by Walter 
Biddick Company, Los Angeles, will 
be used. 


Piel Bros. on Radio 


William Piel, president of Piel 
Bros. Brewery, Brooklyn, N. Y., has 
announced a radio advertising cam- 
paign as part of a 100 per cent in- 
crease in advertising activities for 
the year. Programs so far engaged 
are spot news reports in some of Piel 
Bros.’ shipping territories in Ala- 
bama, Virginia, and North Carolina. 
Arrangements are now being made 
for the use of a large California sta- 
tion through Kenyon & Eckhardt, 
Inc., New York. 


Cup-Pak Bows 


Dixie-Vortex Company, Easton, Pa., 
has introduced Cup-Pak, a green and 
ivory cardboard dispensing package 
containing 30 four-ounce Dixie cups. 


GA THE SEAL OF PERFECT BAKING IDENTI- 
Cl FIES ALL NATIONAL BISCUIT COMPANY 
“PRODUCTS AND ON MANY OF THEIR 
DISPLAYS 18 THE CONTINENTAL 
“SEAL OF EITHOGRAPHIC MERIT 
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ADVERTISING 
REDISCOVERED 
BY FINANCIERS 


New York, Aug. 10.—A new era 
in public relations, in which bank- 
ers “have cast aside their traditional 
reticence” and in which advertising 
is destined to play an important 
role, was hailed here this week by 
the American Bankers Association. 

Continuing its series of studies 
and recommendations on the rela- 
tionship between banks and the com- 
munities they serve, the association 
called attention to the semi-public 
character of banking, its historic 
vulnerability to public sentiment 
and political attack, and expressed 
the opinion that “understanding of 
and attention to public attitudes and 
reactions must play a larger part in 
bank management in the future than 
they have in the past.” 


Seek More Understanding 


Emphasizing the importance of 
advertising as part of the public re- 
lations job, the association pointed 
out that there is a “wealth of nat- 
ural resources in each phase of a 
bank’s operating structure which 
may be applied to the purpose of 
bringing about a sounder and more 
understanding relationship between 
it and its customers and the general 
public as well. 

“Banks have discovered that many 
of their daily transactions, which 
had seemed before to be but routine 
matters, are really the raw material 
out of which interesting narratives 
can be made, portraying their eco- 
nomic good deeds and attitude of 
constructive business helpfulness in 
their communities. They have cast 
aside their traditional reticence and 
are using this material in a new 
type of advertising that is proving 
effective not only as sales copy, but 
in creating a better public attitude.” 

Typical examples of constructive 


—={ 


WINS PROMOTION 


R. F. McConnell, just appointed assistant 

general manager of general sales diyi. 

sion of Standard Oil Company of Indj. 

ana, after seven years in the same pos 
in field divisions. 


ae 


dual-purpose advertising copy werg 
presented by the association, deal 
ing for the most part with personal 
loan, mortgage amortization, ang 
small and large business financing 
themes. The changed tempo and at 
titudes that have swept over the ng 
tion in recent years, it was pointed 
out, have made advisable the exploit 
ing of specific banking transactiong, 
a distinct departure from “that pagt 
period of austere banking which did 
not believe in taking the public into 
its confidence.” The adaptation of 
typical transactions for use as ad- 
vertising material can be done “ef. 
fectively, yet within the bounds of 
good taste,” the association added. 

Advertising agencies are “turning 
out excellent and constructive ma- 
terial” for use by banks, the associa- 
tion said, in addition to which its 
own advertising department is now 
equipped to furnish copy to assist 
banks in “building public under- 
standing and attracting new busi- 
ness.” 


months of the year. 


ceed 24% billion dollars. 
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Automotive sales in the South for 1937 will ex- 
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that’s more interesting 
than ‘‘love nests’’? 


... that’s more interesting | reg , 
than yesterday’s game? ... that’s more interesting than 


bathing beauties? 


... that’s more interesting 


than murder? 


ANSWER 


The weather! Yes, the weather re- 
port is, day in and day out, more 
interesting to newspaper readers 
than any of these things! 


How do we know? By a scientific 
study, conducted by our own Copy 
Research Department, to determine 
the reading habits of the public. 


This study goes on continuously — 
checking what, in the way of pictures 
and copy, interests people most... 
what, in the editorial and advertising 
columns, gets read and what gets 
ignored... what subject matter, 
strategies and devices command the 
greatest reading by the public. 

And the findings are applied to the 
advertising we prepare, to give our 
clients’ advertising a larger audience 
than their competitors’; and to give 
our clients themselves a bigger value 
for their advertising dollars. 


YOUNG & RUBICAM, Inc. 
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Times Change, 
Laundry Owners 
Plan New Name 


New York, Aug. 10.—Resumption 
of national advertising activities in 
behalf of the 2,300 member compa- 
nies comprising the Laundryowners 
National Association of U. S. and 
Canada, Joliet, Il., presaged by the 
recent appointment of Batten, Bar- 
ton, Durstine & Osbora, Inc., as 
“agency of record,” will be a leading 
point on the agenda of the associa- 
tion’s convention in Cleveland the 
first week in October, according to 
John M. Marshall, director, textile 
approval division, American Insti- 
tute of Laundering, New York, a 
subsidiary organization. 


Least Becomes Greater 
‘The advertising program to be 


presented by the agency is expected 
to share the spotlight of attention 


with a proposal to change the name 
of the association under which it 
has functioned for 52 years, to 
American Institute of Laundering. 
With the present major work of 
the latter concerned with the test- 
ing and approval of fabrics of tex- 
tile manufacturers and processors 
and with the consequent advertising, 
which it is estimated will aggregate 
$2,000,000 this year, by 25 leading 
textile makers, of the institute’s 
seal of approval, synonymity of the 
institute’s name with that of good 
laundering is considered to have al- 
ready been partially established. 


Bellanca to Market 
Airplanes for $3,000 


Production of a new three-seater 
airplane to sell for $3,000 will begin 
in October, Bellanca Aircraft Corpo- 
ration, Newcastle, Del., has an- 
nounced. 

G. M. Bellanca, president, pointed 
out that there is no plane priced in 
the neighborhood of $3,000 to fit in 
between the $1,500 “flivvers” and 
ships selling for $5,000 and over. 


Wall Paper Is 
Popular Again; 
Push Advantage 


New York, Aug. 10.—A large in- 
crease in manufacturers’ sales of 
wall paper, attributed primarily to 
expanded advertising and promotion, 
is expected to bring the coming sea- 
son’s volume to 10 per cent above 
1929, Walter L. Carver, secretary of 
the Wall Paper Institute said yester- 
day at the opening of the Wall Pa- 
per Show at the Waldorf-Astoria. 
Producers reckon their year begin- 
ning July 1. The 1929 volume was 
$30,000,000, and Mr. Carver said he ex- 
pects to see $45,000,000 or $50,000,000 
reached within two or three years. 

The new show, in line with the 
policy adopted by the institute at 
last year’s exhibit, is designed to 
appeal to the general public as well 
as to the trade, with 25 producers 
exhibiting. Seventeen accessories 


manufacturers and nine New York 
dealers have also joined in the show. 
Four divisions make up the show— 
the institute’s display, the dealer’s 
division, the accessories division, 
and the program of special events 
and demonstrations in the ballroom 
adjoining the show rooms. 

The institute’s enlarged promo- 
tional campaign features a series of 
traveling shows. This spring, six 
were held in Boston, Buffalo, Chi- 
cago, Cleveland, Kansas City, and 
Philadelphia. All were conducted 
along the pattern of the New York 
show, with particular attention given 
to gaining consumer interest. Next 
spring, the institute intends to have 
shows in from nine to 12 centers. 

To supplement the manufacturers’ 
promotion efforts, the National Wall- 
paper Wholesalers’ Association, 
which is holding its 34th semi-an- 
nual meeting in conjunction with 
the institute’s show, has approved 
plans for a campaign of its own. 
The drive will be financed by assess- 
ments on participating members in 
proportion to volume. 


— 


W. R. PENNEY MARKET RESEARCH CORPORATION 


particular hour. 


policies and opinions. 


Dear Mr. Weiss: 


AFFILIATED WITH THE CALIFORNIA INTELLIGENCE SERVICE BUREAU 


« 


Mr. Le Ae Weiss, General Manager 
DON LEE BROADCASTING SYSTEM 
7th at Bixel Street 

Los Angeles, California 


124 WEST FOURTH STREET 
TELEPHONE: Michigan 8535 
LOS ANGELES, CALIFORNIA 


August 6, 1937. 


This letter is confirmation of the statements I made in our 


meeting Friday morning in connection with our policies in granting 
the use of our name for promotional purposes. 


This Corporation did not authorize the use of its name in con- 


nection with the sales promotion folder recently issued by Columbia 
Broadcasting System, (KNX), entitled "Batting Averages" 


This does not mean we will not permit our name to be used, proe 


viding such usage correctly interprets the findings of our reguler 
Monthly Survey as shown in our 43=page reporte 


However, we are irrevocably opposed to the use of “Average 


Audience Figures" in any kind of promotional materiale Averages are 
generally a bulk or gross measurement and do not indicate the size of 
the audience for any one station for any one hour or portion thereof. 
That is why we have designed our Monthly Survey to show what has 
happened by quarter hours throughout each hour of the entire weeke 


It is our further contention that the use of "Average Audience 


Figures" as a projection factor does not directly indicate what any 
one advertiser can expect from the use of a particular station at a 
Progrems, talent, and time of broadcast are prie 
marily the determining factors in the size of an audience, and not 
necessarily the station. 


Because of the foregoing conclusions, we further disagree with 


any type of compilations that attempt to project average audiences 
against rates and thereby interpret such deductions as conclusive 


= of what may occur under any and all circumstances on a given 
‘8 one 


We are happy to make this candid and frank statement of our 


Fai 


In the survey work we are doing, we are 
attempting to maintain the wholly disinterested viewpoint of the 
umpire and scorekeeper in the recording of radio happeningse 


. Re PENNEY..+sePresident Wr 


FIRST PEAR COpy 


Fresh, juicy PEARS 
arrive from 


To weet FRESH iw susmey 


h 
ole 


FROM CALIFORNIA 


enn et ee ote 


First newspaper copy which 

last week ,for Bartlett seen Ga 

J. Walter Thompson Company. io 
spots are also being used. 


2 More States _ 
Cast Lot with 
Wool Industry 


New York, Aug. 10.—Growth of 
Associated Wool Industries, New 
York, promotional. organization of 
the industry, now in its second year, 
continues with the announcement to- 
day that growers of Colorado and 
Wyoming have declared themselves 
participants in the general program 
to build the industry. Sixteen states 
are now represented in the drive: 
Arizona, California, Colorado, Idaho, 
Montana, Nebraska, Nevada, New 
Mexico, North Dakota, Ohio, Oregon, 
South Dakota, Texas, Utah, Wash- 
ington and Wyoming. 

The Colorado State Wool Growers 
and the Wyoming Wool Growers As- 
sociation, at recent meetings, adopt- 
ed resolutions asking wool market- 
ing agencies purchasing wool or 
handling it on consignment to in- 
clude the following clause in con- 
tracts: 

“I, the seller or consignor, hereby 
direct the buyer or consignee to de- 
duct 10 cents per bag in the settle 
ment for this wool, to be paid to the 
Associated Wool Industries as my 
subscription to the current year’s 
promotion campaign.” 

Walter K. Porzer, director of the 
association, said that this system 
of collecting fees should make for 
increased efficiency. A paid adver- 
tising program is in process of evo- 
lution. 


Poynter Joins “Star” 
Nelson P. Poynter, formerly pub 
lisher of the Columbus Citizen, has 
been appointed business manager of 
The Minneapolis Star. 
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The Lord’s Prayer 
On A Pin Head 


It’s been done—but 
copy like that 
wouldn’t lead many 
advertisers to 
Green Pastures. 
Be Brief, Brother! 


THE 25-WORD MAN 


Box 1178, care Advertising Age 
Ten 25-word Ads for $50 
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THE RECORD 


Kansas City’s Clearings 
by Weeks and the 
Percentage Gains 


Over Last Year 


wronny Week Ended Clearings Gain 
—— , ‘ i January 13...$ 92,927,000 6.0% gain 
io Bank Clearings in Kansas City Show January 20... 103,116,000 7.5% gain 
be: er ae eae 
~~ Unbroken Record of Weekly Increases ae SS 
) . ° February 17.. 90,097,000 3.3% gai 
th over Corresponding Periods of 1936 February 24. 87,821,000 10.1% enn 
March 3.... 108,498,000 21.3% gain 
stry March 10.... 92,805,000 21.4% gain 
wth of Beginning with the second week of January, Kansas City’s aie a ny ert jr er 
Ry bank clearings have been greater each week of this year than March 31.... 93,178,000 22.1% gain 
aoe they were in the corresponding weeks of last year. More than April 7..... 98,031,000 26.2% gain 
fo an seven months of steady financial progress! Pra - ne Sens pte ae 
—— For the week ended August 4 Kansas City’s money turnover April 28..... 112,469,000 39.5% gain 
drive: was $120,393,000, a gain of 13.9% over last year. Kansas City’s May 5...... 115,604,000 39.4% gain 
New rank for the week was eighth in America. 4 pt aoa sod . 
Wash Wheat has been pouring wealth into the Kansas City market. May 26...... 96,896,000 19.4% gain 
rowers This year’s wheat crop in the Kansas City area is the largest June 2...... 86,696,000 7.4% gain 
po hen and most valuable since 1931. It is estimated more than i treees ome pet grin 
i $300,000,000 worth of wheat will be shipped to Kansas City June 28... Wkeeiond Sneke eae 
= & this summer. heme B.i0.. 102,153,000 13.0% gain 
a But wheat is not the main source of Southwestern pros- A aaa ee eee 
toe perity. Cattle and hogs are the real leaders. Consumers of a: ra ye et a nie 
to the corn, pasture, hay and silage, they represent the largest single July 28...... 127,981,000 24.4% gain 
pa industry of the Southwest. August 4..... 120,393,000 13.9% gain 
of the Fine rains have produced ample pasture and the prospect of e 
ro fe an excellent corn crop. These in turn will give direct stimu- Eighth in America 
pet lation to livestock and added strength to Kansas City’s finan- 
cial position. 
- So the pace already set by Kansas City’s bank clearings is ‘Den & Seoteweek 
hs likely to be maintained and perhaps exceeded as the'season Mh ctl Spates cag Week August 4 
we isi open | | ha dew Ae ane 
cnt Here’s new wealth, new dollars, new spending power. “hl baboaegeise eal 
— Here’s money that will be invested in your products or in those er Semel tinea 
of your competitors, i ewetiti‘( ” OS OW... rc: 9,398,000 
ad The bright spot on America’s business map is the Kansas St. Mauls ssssseesevsseseeeess 98808000 189 
City area. Focus your advertising where the money is! Eeseassseeessee 
The Kansas City Star, daily, and The Weekly Kansas City Sat penenen mmeies 
Star (agricultural) reach one out of every two homesin Kansas => fs Seattle onscreen 
and Missouri, excluding only the city of St. Louis. il a Baca bet 
The Daily Kansas City Star is the largest newspaper west _ seseeseeeseennesnnss 
of Chicago. The Weekly Kansas City Star is the largest farm- it oes -esanceate 
| ers’ weekly in America. . 
AN | | 
Age ; . 
“| THE KANSAS CITY STAR._ 
=e EVENING 314,706 MORNING 311,413 . SUNDAY 325,647 : 


WEEKLY STAR 460,020 
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Ross Claims First 
Broadcast from Train 


To the Editor: I note on Page 31 
of the Aug. 9 issue of ADVERTISING 
Ace under a Cincinnati date line this 
statement: “What is heralded as the 
first broadcast ever staged from a 
moving train will be made on the L 
and N, Aug. 14 and 15.” 

That may be the first broadcast 
made on a moving train on Aug. 14 
and 15, 1937, but on May 17, 1936 I 
had the pleasure of leaving Chicago 
at 6 p. m., Central Daylight Sav- 
ing Time, on the inaugural run of 
the Illinois Central’s Green Diamond 

liner. The National Broad- 
casting Company on a Midwestern 
network carried a 15 minute broad- 
cast, featuring a full orchestra 
under the direction of Joseph Gal- 
licio with Ruth Lyon, soprano, as 
vocalist and with me as master of 
ceremonies. There may have been 
other descriptive broadcasts by an 
announcer from a moving train, but 
this was the first broadcast of an 
actual program using a car in a mov- 
ing train as a studio. 

Thanks for your many informative 
articles in ApvVERTISING Acre. I find 
it is a great help in keeping me 
abreast of the times in my business 
which is building radio programs for 
advertising agencies. 


NorMAN Ross, 
National Broadcasting Company, 
Chicago. 


ry 


Catalog Problem 


To the Editor: Here is a problem 
that came up recently in producing 
a new catalog. 

Problem: A table of specifications 
must be placed on a right-hand page, 
but it is too wide to print the short 
way of the book. The table must be 
printed the long way, putting the 
heading either toward the binding or 
toward the right-hand margin. 

Question: Which of these 
methods is correct? 


Discussion: Placing the heading at 
the right-hand margin destroys the 
reading of the book from left to 
right, and the catalog has to be 
turned to the left in order to be read. 
If the table is placed toward the 
binding, then the catalog will read 
from left to right and must be turned 
with the right hand to be read. 

Investigation shows that tables are 
Placed in catalogs both ways without 
- wl - reason. What is your solu- 
tion 


two 


INDUSTRIAL Apv. MGR. 
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Southern Farmers 
Prosperous, Active 


To the Editor: In the last month 
I have covered most of Alabama and 
Georgia, finding the crop outlook ex- 
ceptionally good. Georgia expects to 
make a 35 per cent better corn crop 
this year than last and the southern 
Georgia tobacco crop which has just 
begun to go to market is of better 
quality as well as larger yield than 
Was expected early in the season. 

Another example of improvement 
in Georgia’s situation was given me 
by a farm management specialist of 
the extension service, who reported 
that in 1929 the state’s hay acreage 
was between 350,000 and 400,000 
acres. This year it is 1,056,000 acres. 

In Alabama glowing reports are 
given. The only doubtful aspect lies 
in the cotton crop. The general de- 
velopment of the crop would indicate 
a bumper yield. Too large a cotton 
crop, however, is not always best for 
the South. It is my personal opin- 
ion that we will not make a 15,500,- 
000-bale crop. 

The general financial condition of 
farmers is good. Costs have been 
higher than’a year ago, but farmer 
’ after farmer will tell you he has paid 
cash for everything and will owe 
nothing to nobody when he sells his 
crop this fall. Among the best evi- 
dences of this truth are the construc- 
tion of new homes and repair of old; 
building of new barns and other 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


buildings, repairing of tenant homes 
and the like. 

A remarkable turn to power has 
taken place in many sections of Ala- 
bama this year. In Morgan County, 
the county agent reported that farm- 
ers now own 300 utility outfits, com- 
pared to 75 last year. In Baldwin 
County, on the coast, 225 new power 
outfits were reported. In Dallas, one 
of the Black Belt counties, 35 utility 
tractor outfits of one make had been 
purchased. 

The most remarkable development 
in Georgia is the widespread interest 
in rural electrification. Practically 
every county seems to be working 
hard on electrification projects. In 
Catoosa County in the TVA area in 
north Georgia, 80 per cent of the 
farms now have electricity available 
and 65 per cent of the total number 
of farms have electric service and are 
big owners of washing machines and 
other appliances. 

In Murray County, another north 
Georgia section, outside of the TVA 
area, the county agent boasted that 
by Jan. 1, he would have a larger 
percentage of farms electrified than 
any other county in Georgia. In Crisp 
County, south Georgia, the agent told 
me he expects to see electric current 


1,480 farms by Jan. 1. Everywhere 
the question being asked is, “When 
do we get lights?” 

In Crisp County, Ga., in 1914, prac- 
tically nothing could be found but 
cotton. Today cotton continues as a 
cash crop, but peanuts, hogs and cat- 
tle have been added as important 
sources of revenue. 


ALEXANDER NUNN, 
Associate Editor, Progressive 
Farmer and Southern Rurailist, 
Birmingham. 
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Selling Advertising 

To the Editor: For the first time 
anywhere a column is being pub- 
lished devoted exclusively to adver- 
tising as it concerns Johnny Q. Pub- 
lic and the breadwinner. Enclosed 
you will find copies of “Why Adver- 
tising’” as it is appearing in three 
Philadelphia suburban papers. 
A. E. Hickerson, publisher of the 
Main Line Daily Times, German 
town Courier and the 69th Street 
News, thinks well enough of the col- 
umn to publish it each week, being 
the first to fly the banner in an edu- 
cational effort of this nature. The 
response is good and will aid both 
national and retail advertisers by in- 
creasing receptivity of the consum- 
ers. 
I should appreciate your thoughts 
on the effort to advertise sound ad- 
vertising via newspapers. Do you 
think other publishers would be in- 
terested? I am anxious to know how 
far publishers will go to counteract 
defamation of advertising by organ- 
ized consumer groups. 


Srpney B. Gorcnov, 
Phiiadelphia. 
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Hugh Boyles and 
Lou Wasey Make Good 


To the Editor: I must tell you 
about the outcome of an experiment 
that has been an absorbing one to me 
for the last six years. 

You probably recall writing an ed- 
itorial in which you told the con- 
densed story of Hugh Boyles, on leav- 
ing Dartmouth, calling on Louis Wa- 
sey and applying for a job. 

Mr. Wasey, having a sincere inter- 
est in young college men and being 
honest and experienced enough to 
give them good counsel, laid out a 
program for Hugh with this state 
ment: “Go out and complete this 
schedule and come back to me in five 
a oe on ors 

oO a 

His advice became an obsession 
with Hugh. His schedule of prepara- 
tory jobs included General Electric 
Company, Loose-Wiles Biscuit Com- 


pany, marketing a brand of ale on a 


available to 1,000 of the country’s 


truck among wholesale distributors, 
and then the New York Daily News. 

Here’s the finale: Hugh has just 
resigned from the national advertis- 
ing department of the News to join 
the new business department of Er- 
win, Wasey & Co., effective Aug. 16. 
I have got a great kick out of Hugh’s 
progress and the success which has 
crowned his efforts. 

MUTUAL FRIEND. 
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Boston News Bureau 
Half Century Young 
To the Editor: The Boston News 
Bureau is 560 years young! Com- 
memorative of the occasion, it pub- 
lished July 28 a Golden Jubilee edi- 
tion, containing, we believe, the 
largest number of pages ever pub 
lished in a single edition by any 
daily newspaper in New England. 
It comprises the most nearly com- 
plete picture of the business and 
financial history of New England 
ever offered in a single number of 
any newspaper. All the regular fea- 


tures of the Boston News Bureau ap- 
pear as usual, supplemented by in- 
structive accounts of New England’s 
achievements over 50 years, authori- 
tatively interpreted in the revealing 
light of what they hold in the way 
of promise for the tomorrow of in- 
dustry and finance. 

A half-century—roughly a third of 
the period of our nationhood till now 
—has elapsed since C. W. Barron be- 
gan publishing the Boston News Bu- 
reau. This publication tells some 
thing of its stewardship in the Jubi- 
lee Edition. 

That noun, “stewardship,” is here 
highly appropriate, as expressing its 
own purpose and principles as well 
as recounting its performance. And 
it is an accounting that is vastly 
more than personal or institutional. 
It covers the semi-centennial story of 
Boston and of New England even 
more than of itself as a newspaper. 

Sidney Smith once callel Daniel 
Webster “a steam engine in trous- 
ers.” The same thought was used to 
describe C. W. Barron. He harnessed 
that energy to the creation of a news- 
paper and riveting of its primary 
purpose. Looking back over that half 
century, it can say with Aeneas, “All 
of which I saw and part of which I 
was.” 

ArtTHorR J. C. UNDERHILL, 


Boston News Bureau. 


———— 
Glistens by Wayzsiq, 

To the Editor: Here’s so 
which may intrigue you, viewed » 
route from Bucyrus to Marion, 9 
Broadly printed on a sign in tron, 
ot a farmer’s orchard were the Words, 
“PLUMS SOON.” 

It seemed to me this wag 
essence of sales promotion, 
build-up, and optimism. It wag aj, 
I think, convincing evidence 
this farmer is no neophyte in gai 


psychology. 
Joun S. Roney, 
Account Executive, The Powers. 
House Company, Cleveland, 0. 


Wholesale Companies 
Co-operate in Radio 

Eight Oklahoma City wholes, 
companies in hardware, electricy 
goods, drug and other lines of bug. 
ness are co-operating in presenting, 
series of remote control broadcagy 
from Oklahoma cities through Wky, 
Oklahoma City. 

Ray K. Glenn, Advertising, Ok, 
homa City, is the agency. 


Sossaman in New Post 

L. Crampton Sossaman has be» 
appointed advertising and sales pro 
motion manager of Standard Pape 


Mfg. Company, Richmond, Va, 


GAINS ARE 


MEMPHIS INDUSTRIAL 


Survey Ranks City Third In 
South 


Fifth in industrial production 
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among the South’s leading cities in 
1914, Memphis rose to third place 
by 1929 with a production increase 
of 330 per cent, according to a sur- 
vey of manufacturing activity in 
the South in the June issue of The 
Index, published by the New York 
Trust Company. 

With figures for 1936 not avail- 
able, Memphis was sstill third in 
1935, with products valued at $118,- 
055,000, a figure within 30 per cent 
of the 1929 level, and surpassed 
only by Louisville and Richmond. 

Memphis business indices showed 
—— improvement in 1936. 

uilding permits, for example, in- 
creased by 200 per cent from $4,- 
082,000 to $11,931,000. Memphis is 
profiting by the southward trend of 
industry and only recently plants 
have been established here for the 
manufacture of automobile tires, 
asbestos shingles and asphalt roof- 
tng, and steel castings, the survey 
points out. Altogether, Memphis 
sow has some 500 manufacturing 
plants: 


I, was natural that Memphis 
should become the cotton center of the 
nation, located as it is in the heart of the 
cotton zone. But now, the significance of 
Memphis as the South's first market, 
includes not only cotton, but the INDUS- 
TRIAL strides this southern metropolis has 
lately taken. While thirty-sixth in popula- 
tion, Memphis occupies seventeenth place 
among 98 cities throughout the United 
States in wholesale trade volume, distribut- 
ing a wide variety of products to the 
19,000 retail outlets in this trade territory 
of 2,179,474 people! 


WMC, broadcasting top programs of both NBC red and 
blue networks, shows consistent mail and sales response 


from this entire territory. 
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MEMPHIS, TENNESSEE 


E. KATZ SPECIAL ADVERTISING AGENCY 
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August 16, 1937 


ADVERTISING AGE 


The first and major part of nearly every advertise- 
ment is a springboard into the actual selling. 


Analyze the advertisements in any magazine. See what 
most of them do before they sell—or even mention— 
a specific brand. With illustration, headline, intro- 
ductory copy ... they lead up to the actual selling. 
They Pre-Sell. 

And the editorial pages of women’s magazines do 
the same thing! Articles on food, equipment, fashions, 
beauty . . . give advertisers a springboard into their 
own brand-selling. 


vous 2096 gM PANTO Ng gl 


CIRCULATION 2,959,102 


THE CROWELL PUBLISHING: COMPANY, NEW YORK: ite: _ PUBLISHERS OF COLLIER’S. - THE AMERICAN MAGAZINE | -. THE : COUNTRY HOME MAGAZINE 


It follows that the more a magazine knows about its 
readers, the better its editorial pages can cater to their 
needs—stimulate their wants. And for this knowledge, 
Woman’s Home Companion has gone to the most re- 
liable source possible—readers themselves. 

Companion readers are helping to edit! 1,568 of them, 
as Reader-Editors, are describing in full their most 
intimate problems. Every-month-reports bring in their 
answers to as many as 70 questions on a single subject. 

Built upon such datg, Companion editorial pages 
offer advertisers a springboard into a market of 
2,959,102 readers who are definitely Pre-Sold. 
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ADVERTISING AGE 


August 16, 1937 


— 


All Entrants 
Get Awards in 
Wesson Contest 


New Orleans, Aug. 12.—-The Wes- 
gon Oil & Snowdrift Company has 
launched a contest to select the most 
appropriate names for two “Snow- 


Contest copy is appearing in news- 
papers in 21 states where Snowdrift 
distribution. First prize 


best suggestions from 


accepted by grocers as 10 cents 
toward payment on another three or 
six-pound can of Snowdrift. 


George Bijur, Inc., ; 
to Start Operation 

George Bijur has leased offices at 9 
Rockefeller Plaza, New York, where 
he will head George Bijur, Inc. The 
new agency will commence opera 
tions about Aug. 20 in temporary of- 
fices in the same building. 

Mr. Bijur returned to New York 
last week after completing a six 
month’s survey of modern marketing 
and advertising techniques in Europe. 
He was formerly advertising manager 
of: Weber and Heilbroner, Brokaw 
Brothers, and Bonwit Teller, New 
York; director of publicity and sales, 
L. Bamberger & Co., Newark; group 
head at Erwin Wasey & Co.; vice- 
president in charge of production, 
Fletcher & Ellis, and director of ad- 
vertising and sales promotion, Co- 
lumbia Broadcasting System. 


Agency for Haviland 


Theodore Haviland & Co., Inc., 
New York, importer and manufac- 
turer of china, has appointed J. Cle- 
ment Boyd, Inc., Montclair, N. J., as 
advertising counsel. William  B. 


‘Hawkins is account executive. 


Joins Ohio Agency 
Clay Herrick, Jr., formerly with 
Lang, Fisher and Kirk, Inc., Cleve- 
land, has joined Ohio Advertising 
Agency, Cleveland, as vice-president 
and service director. 


ELLIS. AGENCIES 
PICK BEST COPY 
AT CONVENTION 


Decide to Skim Cream of 
Graduating Classes 


Cleveland, Aug. 12.—Lee BEB. Don- 
nelley, head of Lee Donnelley Com- 
pany, Cleveland, was elected presi- 
dent of the First Advertising Agency 
Group at its biennial convention 
here Aug. 7-8. He succeeds Charles 
Oswald, Oswald Advertising Agency, 
Philadelphia. C. P. Clark, president, 
Cc. P. Clark, Inc., Nashville, was 
named vice-president; and Charlton 
Keen, vice-president of Groves-Keen, 
Inc., Atlanta, was elected secretary- 
treasurer. 

The First Advertising Agency 
Group was established in 1928 as the 
Lynn Ellis group and now embraces 
19 member agencies scattered from 
coast to coast and including Cana- 
dian representation. Member agen- 


FOR FALL AND 


WINTER SALES 


In the South—where farming is the major source of income and 
where 47.3%, of all retail sales are made in towns under 10,000 — 
cash farm income for the first five months of 1937 increased 
$216,014,000, or 40.6%, over the same period last year as against 
21.2% gain for the United States. ‘ 


Last year 27 of the nation's 48 states had cash 
farm income in excess of $100,000,000. 


—and I! of the 14 Southern States served by 
Progressive Farmer were in this group. 


When you "go south" use Progressive Farmer. 
With dominant coverage and influence it pro- 
vides an unequalled medium for reaching this 


important market. 


For the past three years the South's cash 


farm income closely 
Dollars Annually 


approached Two Billion 


and 
For 1937 it promises — 


To Exceed 
Two Billions. 


Federal estimates of larger crops — three 
million bales more cotton — for the South 
than last year, together with the indications 
of stable prices for increased sales of crops 
and livestock, point to a larger cash income 
for Southern farmers in 1937 than in any 


year since 1929. 


Progressive larmer 


Southern Ruralist 


BIRMINGHAM 
250 Park Avenue. NEW YORK 


RALEIGH 


MEMPHIS _ _— DALLAS 
Daily News Bldg., CHICAGO 


IN THE RURAL SOUTH IT’S PROGRESSIVE FARMER 


TOTAL SOUTH CASH 


FIRST 5 MONTHS JAN.~MAY 


' 


Bs 
; i 


INFALLIBLE APPEAL FOR MENTHOLATUM 


Tn 


FOR DUNGURA 


tif, 


A child painting by Clarence Cole, with one simple statement, makes this effective 
summer poster for Mentholatum Company. Forbes Lithograph Company, Boston, 


handled design and production. 


cies operate individually but employ 
the same standard practice methods 
and serve each other on a reciprocal 
basis, thus giving to each agency the 
facilities and support of many others. 

An entire room in Hotel Carter was 
crowded with advertising exhibits of 
member companies. A large list of 
awards was made for outstanding 
contributions in the various classes 
of advertising, as follows: 

Best series of newspaper adver- 
tisements — The Izzard Company, 
Seattle, for its “Doc Apple” advertis- 
ing. 

Best series of trade and business 
publication advertising — The Lee 
Donnelley Company, Cleveland, for 
its Drop Forging Association adver- 
tising. 

Best direct mail campaign of the 
year—Keelor & Stites Company, Cin- 
cinnati, for its direct mail campaign 
on “Queen City Vichy” carbonated 
beverages. 

Best piece of point-of-sale advertis- 
ing—Smith, Hoffman & Smith Inc., 
Pittsburgh, for a display piece de- 
voted to Sealy, Inc., mattress maker. 

For single advertisement produc- 
ing the greatest amount of traceable 
sales in ratio to expenditure—Groves- 
Keen Inc., Atlanta, for an advertise- 


ment for American Memorial Com- 
pany. This copy, costing $38, pro- 
duced up to the time of meeting, 
$738 in sales. 

Best sales manual prepared for 
use of a client’s sales force—Melvin 
A. Hall, Buffalo, for a sales manual 
on Silver King jacks. 

Best presentation of an agency’s 
own services—The Long Advertising 
Service, San Jose, Cal, on new 
agency sales manual. 

Best general exhibit—The Oswald 
Advertising Agency Inc., Philadel- 
phia, for a varied display on all typés 
of advertising. 

The group devoted two full days 
to problems and topics of current in- 
terest. Among subjects taken up 
was distribution of staple products 
to the industrial field through se 
lected distributing channels. 

The idea that there is more to 
selling than personal contact is be 
coming more apparent among sales- 
men today. A vast majority of sales- 
men now demand the assistance of 
advertising to pave the way. 

The group adopted the policy of 
bringing top talent of graduating 
classes into the agency field. En- 
couragement will be given to young 
men and women on this basis. 


J 


Praduction Static 
DECEASED 


Frankly, a few years back in our 
long career, there was too much 
static out in the plant. Kind of stop 
and go at times—a machine stutter- 
ing there, or a man slipping here. 
We set out to stop that—and set out 
a lot of money in doing so. For 
months now, it has been our supreme 
satisfaction to know that static here 
is dead. You should remember this 
when next you need our products. 


PARTRIDGE & ANDERSON COMPANY 


TELEPHONE: HARRISON 3732 
712 FEDERAL STREET, CHICAGO 
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"LIKES ACTION 


_ B. Manning 


MANNING, CORD 
PRESIDENT, IS 
ROUGH FIGHTER 


Chicago, Aug. 10—Election of 
Lucius B. Manning as president of 
Cord Corporation, succeeding E. L. 
Cord, puts at the helm a two-fisted 
fighting man who will enjoy reason- 
ably free rein in his direction of the 
Cord empire. Tom Girdler, president 
and chairman, Republic Steel Cor- 
poration, will be one of Mr. Manning’s 
allies in the new line-up. Girdler, 
who demonstrated his prowess in re- 
cent strikes, is of the same type as 
Manning. 

Although P. P. Willis, president, 
P. P. Willis Corporation, resigned 
as a director of Cord Corporation in 
the current shake-up, his agency will 
continue to handle Cord advertising, 
it was asserted today. 

The six direct affiliates of Cord Cor- 
poration are Auburn Automobile 
Company, Aviation Corporation, 
Checker Cab Mfg. Corporation, New 
York Shipbuilding Cor poration, 
Lycoming Mfg. Company and Avia- 
tion Mfg. Corporation. Advertising 
for these companies as well as for 
subsidiaries is placed by the Willis 
Corporation. 


Name to Be Changed 


The name of the Cord Corporation 
will probably be changed in the near 
future, to indicate the change in 
ownership. Mr. Cord, described as 
the “mystery man” of big business, 
held about 30 per cent of the stock. 
One time dish washer and automo- 
bile mechanic, he believed in work- 
ing behind the scenes. In retiring 
from business to take a much needed 
rest, he is reported to be in excellent 
financial condition. 

Though a close friend of Cord, Mr. 
=—=— - 


FACTS FOR 
SPACE BUYERS 


1,616,473 


Wives, Mothers, Daughters, 
Sons, Huskands here— 
average age 25.5 years! 


Ask for the FACTS! 


SCREENLAND 
UNIT 


Manning, the new president, is said 
to be far more interested in the de- 
velopment of the properties than in 
the speculative background. Manning, 
on the eve of his 43rd birthday, is 
noted for his tremendous virility. 
He scorns the polished phrases af- 
fected by some and likes strong 
Anglo-Saxon language which ex- 
presses his meaning in words which 
all can understand. 

Like Cord, he was once an auto- 
mobile saleman, this career being 
interrupted by the war, during which 
he served in the United States Army 
air service. After the war, he en- 
tered the brokerage field with his 
own company. With incorporation 
of the Cord Corporation in 1929, Man- 
ning became vice-president. Five 
years later he succeeded Cord as 
president, but last year was shifted 


to presidency of the Aviation Cor- 
poration. 


Weber In Publishing 


Otto Weber, formerly sales man- 
ager, Phillips Packing Company, 
Cambridge, Md., and prior to that 
with A. E. Staley Mfg. Company, 
Decatur, Ill.; Angelus Campfire Com- 
pany, Chicago; and Calumet Baking 
Powder Company, Chicago, has been 
appointed advertising manager of the 
Grocery Executives Edition and Gro- 
cery Store Managers Edition of 
Chain Store Age. 


Buckley Adds One 


The Earle A. Buckley Organiza- 
tion, Philadelphia, has been ap- 
pointed to handle advertising and 
promotion for Wellington Founda- 
tion, Inc., Philadelphia, living trus- 
teed funds. 


Two Consumers 
on Program of 
4th Conference 


Chicago, Aug. 12. — An entire day 
devoted to consumer relations will 
feature the fourth annual Intercity 
Conference on Advertising to be held 
at Hotel LaSalle, Chicago, Sept. 18-19. 
The meeting is sponsored by women’s 
advertising clubs of the Middle West, 
with Women’s Advertising Club of 
Chicago as host. All interested are 
invited to attend. 


Two consumer speakers will attend 


the Saturday luncheon to give the 


assemblage a clue to “What Does/ 


day night banquet, De Loss Walker, 
associate editor of Liberty, will 
essay to tell “What Does an Adver- 
tising Man Think?” National Broad- 
casting Company will provide enter- 
tainment. 

The Sunday morning breakfast, 
open only to members of women’s 
advertising clubs, will be held at the 
Edgewater Beach Hotel. It will be 
in the nature of a review of the 
points brought out Saturday and an 
effort to formulate a specific program 
to solve the problem. 

Reservations may be made through 
the Women’s Advertising Club of 
Chicago in care of the hotel. 


Reynolds to WRDW 


J. E. Reynolds has been named 
manager of Station WRDW, Augusta, 


the Consumer Think?” At the Satur-| Ga 


PORCELAIN 


‘ENAMEL 


don’t see it. 


| 45 West 45th St., New York 
ew City 
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‘You'd be madder’ n hops if 
renga’ SIGNS 


Suppose your city fathers gave 
you painted street signs. If they 
did, the signs would fade in a 
year or so—you wouldn’t be able 
to read ’em—and then you’d be madder’n hops. 

This principle of fadeless readability ap- 
plies with double force to the advertiser. 
People seek to read street signs, but your 
product sign (your advertising message) has 
to be impressed upon them.’ And you don’t 
impress people with a faded sign. They just 


Advertising is always a matter of dollar 


. oe oe 


value... expenditure weighed against return. 
Research has shown that the average outdoor 
painted sign loses 50 per cent of its selling 
efficiency in a comparatively short time. And 
a faded sign is a lifeless sales medium. Porce- 
lain enameled signs sell more—tell a clearer 
story—do a better job—because they retain 
their original brilliance for years. 
For selling efficiency—for greatest return 
from your advertising appropriation—make 
certain your signs are porcelain enameled. 
Write today for your copy of the book 
“Porcelain Enameled Signs.” 


EDUCATIONAL BUREAU 


PORCELAIN ENAMEL INSTITUTE, Inc. 
612 North Michigan Avenue, ee 
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Chicago Mail 
Order Company 
Expands Credit 


Chicago, Aug. 12.—Extension of 
its credit service is revealed by the 
new catalog of Chicago Mail Order 
Company, just issued. Information 
about credit is given in the catalog 
for the first time, the company 
hitherto making credit offers through 
other ' avenues. 

Under the new plan, credit will be 
extended to those who wish to pay 
monthly on orders amounting to $10 
or more. The credit offer, however, 
is confined to certain geographical 
areas and is restricted to only a part 
of the company’s line. 

Though the catalog contains 378 
pages, the largest in the company’s 
history, it weighs less than one 
pound. This was made possible by 
development of a new light-weight 
paper for rotogravure printing. 


Uses Direct Photography 


The catalog represents an exten- 
sion of employment of direct pho- 
tography as the basis for illustra- 
tions, including those in color, of 
which more are offered than ever be- 
fore. As heretofore, rotogravure is 


the dominant medium, accounting 
for 232 pages. 1 

Selling prices average 4 per cent 
higher than last year, but E. M. 
Schnadig, president, does not believe 
this will retard sales. On the con- 
trary, the company’s philosophy has 
been expressed by the addition of 
clothing in higher price ranges. The 
maximum for women’s cloth coats 
has been raised to $35; women’s 
dresses, $8.98; women’s shoes, over 
$3; men’s suits, $19.95; men’s over- 
coats, $15.95. 

An innovation made last year, 
when a separate fur coat booklet 
was issued, has been repeated this 
year. 


Oil Companies 
Co- operate in 


New York Fair 


New York, Aug. 12.—The first 
plans formulated for a co-operative 
commercial exhibition in the New 
York World’s Fair were announced 
today by American Petroleum Insti- 
tute for 13 leading members. 

To provide a vehicle, participating 
companies have organized Petroleum 
Industry Exhibition, Inc., which has 


contracted for 64,889 square feet at 
the fair. The cost of the plot is $22,- 
177 and building, exhibition, person- 
nel and maintenance costs will in- 
crease the total expenditure to $500,- 
000. 
Offices have been opened at 50 West 
50th street with Victor H. Scales in 
charge as secretary of both the In- 
stitute and of the exhibition corpora- 
tion. Architectural plans will be 
drawn by Voorhees, Gmelin and 
Walker. The exhibition will include 
a “demonstration of the economic 
services rendered to the public by the 
petroleum industry and its value in 
almost every branch of human en- 
deavor.” 


Thirteen Participate 


Participating companies include 
American Oil Company, New York; 
Atlantic Refining Company, Philadel- 
phia; Cities Service Oil Company, 
New York; Gulf Oil Corporation, 
Pittsburgh; Pure Oil Company, Chi- 
cago; Richfield Oil Corporation, New 
York; Shell Union Oil Corporation, 
New York; Sinclair Refining Com- 
pany, New York; Socony-Vacuum Oil 
Company, New York; Standard Oil 
Company of New Jersey, New York; 
Sun Oil Company, Philadelphia; 
Texas Company, New York, and Tide 
Water Associated Oil Company, New 
York. 


Troy A.B.C. City Zone 
Population 119,324 


Measure TROY 
with a 


4=-MILE 
YARDSTICK 


aa 


. . . and you have an “A” market! 


Use a 4-mile yardstick when you measure Troy 
for sales potential and you'll discover another - 
"A" market. Within 4. miles of Troy's shopping 
district live 119,324 persons, the residents of the 
A.B.C: City Zone, which includes Watervliet, 
Green Island, Cohoes and Waterford. Annual 
retail sales in this metropolitan center are in ex- 


cess of $38,896,000. 


To complete the picture add 85,123 persons 


tance. 


more who live in the trading territory—a total of 
204,447 consumers in the Troy market. 


Virtually all of the 30,738 City Zone families 
and thousands more in the trade area are 
reached every day by The Record Newspapers, 
sole Troy dailies. | 


‘This fertile field is ‘isu at a single cost of 10c 
a line, lowest rate for blanket coverage of any 
New. York State market of comparable impor- 


32,655 Net Paid, March, 1937, A.B.C. Publisher's Statement 


EVENING 


— 


took 7,000 square feet of space. H. C. 
tion, is the other 


el 


a. 


R. M. Alderman, vice-president and manager, Cleveland office, McCann-Erick- 
son, Inc., seated in the agency's new quarters in the Guardian bldg., where it 


Malmquist, head of plans and produc- 
executive shown. 


New York Rules 
Art Is Subject 
to Sales Taxes 


New York, Aug. 10.—Advertising 
artists and photographic illustrators 
have registered a vigorous complaint 
to the city administration over the 
effort of the tax department to sub- 
ject advertising art work to the em- 
ergency sales tax after a lapse of 27 
months during which no indication 
was given that creative output was 
taxable, 

Supporting their protest with the 
signatures of 2,500 local taxpayers, 
the artists and photographers as 
serted that the right of the city to 
label professional groups as “ven- 
dors” has never been established by 
a court of law. Further, they point 
out, the sudden decision to tax art 
work more than two years after the 
sales levy was’ first instituted 
amounts to “harsh discrimination” 
and “gross injustice.” Artists and 
photographers, it was asserted, can- 
not collect the tax from their clients 
and they are in no position to absorb 
the levy themselves. 

According to the protesting group, 
the city tax officials have given 
notice not only that they will collect 
the tax hereafter, but that their 
decision will be retroactive, with in- 
terest and penalties on back pay- 
ments due. 


Extrudalite Bows; 
L-O-F Promotes Johns 


Extrudalite, new material for store 
fronts, will soon be introduced by 
Libbey-Owens-Ford Glass Company, 
Toledo, it was announced at the an- 
nual sales meeting in Toledo. 

J. M. Johns, Chicago district sales 
manager, was appointed Western 
sales manager with headquarters in 
Toledo, succeeding the late Herbert 
W. Mayorga. 


Want Pear Tax 


Launching a Pacific Coast cam- 
paign, the Yakima Valley Bartlett 
Péar promotion committee has pro- 
posed that canners include in their 
contracts to growers a clause provid- 
ing for deduction of 50 cents a ton 
and that producers give a like 
amount for advertising promotion of 
canned pears produced in the Yakima 
Valley district of Washington. 


Joins Ft. Worth Club 


Nellie Sheeran, Station KTAT, 
Fort Worth, has been named assist- 
ant secretary of the Advertising Club 
of Fort Worth, succeeding Catherine 
Cloud Edwards, who has become sec- 


Potts-Turnbull Named 


Haskins Brothers & Co., Omaha 
and Sioux City, has appointed Potts. 
Turnbull Company, Kansas City, as 
advertising agency. Haskins manvu- 
factures Blue Barrel laundry and 
Trilby toilet soap. 


Pawtucket Wants Station 


Pawtucket Broadcasting Company, 
Inc., Pawtucket, R. I., is seeking per. 
mission from the Federal Communi- 
cations Commission to build and op 
erate a new 1,000 watt radio station 
in Pawtucket. 


FARM INCOMES 
IN THE 


WHAS 
MARKET” TOTALED 
$478, 341,840" 
DURING THE 
FIRST FIVE 
MONTHS OF 

1937 


*[ As determined by a mail 
response survey. 


WHAS 


Represented Nationally by 
Edward Petry & Company 


Owned and operated by the 
Louisville Times Company 


Publishers of 


THE COURIER-JOURNAL 
THE LOUISVILLE TIMES 


retary of the Junior Chamber of 
Commerce. 


=———_ |i > 


the 

T 
thr 
sun 
dra: 
dur 
ing 
Dia’ 


re EU RN SNE Ieee RD ha Saal a aan pik gee eee fa fe RORY > on RRA al as Gener Ln: REO Py Bee meen Pin et tt ip ee a. ia robe bts at ep oe ep Seal ae eS 
RPMS ere ON BONN ia eit CH rl Ce POS WERE OME a RANA | Nenana SEER Meher Pre Ciicts Sep Seek ate we “or ee Mette ace At iS SOE Sari cee, Noe Mae ete eh eae Wham eae te wees 
3 = et f ‘ 4 : 
—— August 16, 1937 
> ww | | ae 
ieee sol MR. ALDERMAN SMILES HIS SATISFACTION 
“e : ' e YS to ’ 
eee i —— 24 _ ge,’ 
; | Ri { ie é 4 
SO a - Noo si ; 
3 i j UG yt | 
a eee ij | 7 \ oo pees a 963 ” 
: ee i a F , a a) “ie. 2p ees girl St - as 
a cee, 2 2 Se a les oo 
; | aes ihr hs . «= : the 
_ is ihe ee eR | = cal 
; ‘ un 2 ; ae sates of | 
Ak” = ee a Yond 
i an “eee & se 8 com Oe aa Re site he gee lice 
Soyo oo Pia fe Boi aan en rat 
a4 Rae 1 } ¥ yee 4 "ee ; ce Fade Pees PT oe nee ap ché 
oa fee e 0 ioe ee smear t 
ee ) ere otic . rue Cae SEN Die. ie aa asea cate a 1 
Ces i ' | ! mh fe ‘vei een x: + ee ge fae or’ 
ae aoa ee toc Nearer eat gn NT ee a ee of 
he ghee | a SIs I i Sis, : GR ee re ee pease eae want 
Ree | a OO aac ae hae 
one ” 
rie hb eae a 
‘ ee | . ite thi 
. _ oo vf. te et SSE: “ 
gees ae ea b a $e hee z* re % SY % 
ee MeN) A \ eee ee 
ee ae t ee ee eC :—t—‘“CON | hig 
: ts tie * ae aS i by ee pan” Sa ie ee ee poi 
woterord, i 
i ha : eee CE : ee  — get “ as 
i es ae | 7. ; : a: sig 
ae : ‘ “ar. ag oe: \ .t y/ j i 2 ; ; slog 
; 26 iG oeSsi , “7 
} po es ie O | : Pas 
si ee Tee ne: ee / 4 Dr 
a bo es | he Dri 
an ae Rey Ses Bacay reg a 
i | i ab Gree % ee) I 
; 1 ES fo, ee | f ise 
sagilige eee et a on 
— Sewer ee (SS sede ma: 
eA gers es ‘ tee 
a ane '- FATA i sl fro1 
os eee es 8 | | we ie é ee. 
ane Fie en for 
eee aa: t } aay %. ¥ ae 5 ‘ Be Sse “ the 
cee 3 fe stat 
: Se are 
Sie el iB pler 
y unit 
24 
ii war 
Fi : 
ae 
7 | ‘ 
2 i for 
| | och 
_ was 
> a | ow 
a ful 
_ cla 
aa 4 a seh 
ig bee: 
3 ee 
: Po : 
He trol 
iW 
a7 abo 
| | ee "A 
Ts : A 
| Pen 
, 
if es mt 
| =< , Et eet 
eee ee a 
ee or a : RECC datend ee ee i a. ee ae <0 o 
| ae HE TRON et gaectIMES BEC®: CURB. now 
Segara = sgumesUnion MS steel 27 oem oe. AX-DODGE CURD of t 
_ i Ih  . Dh ys QAAA_LA ERE AE A Oo ER Eee ere are LL — dey 
TW SS) 9{XO11H1H1H}AQ\AAAKC AANA DW_Y«<<CC A Dro 
Hi \ \\ MX S LV . \ S WS N NY SS MY MQ \ 
@ THE RECORD NEW - iE 
\\ \\\ \\\ ~ 1 & i 
i \ . AV ‘ XN \\ SS NX NN WS NS WG RQ GG \N I KG \ \ \ \ \ WY \ WY \\ AGG \ \ IQ WG \S WG WAY NS \ WA \ WS ae eee ee 
H : RES: eee ene SI, 6, ts : , . 
f Rider ok oe “ choy? re a re eh: : SS Se 
| St MoRvinc aoe < a 
‘ Se EE SE ee ee Oe ee . 
4 40 ON Se ee eee eee pele we - oS ie Re a 
— SE ee ee Re QO nmr nen , wo RR 
Oe _ - - Advertising Manager 
ES B cbt 3 : 
: ee a . M : 
ear F : 
es. | , 
7 ges tien Ae gitev ache amr ht me eee Oe Bene ie eae a a pn ; . y ee 
; je OE Ro Tera S ONS NRE Sena Cb A AS cri ta ait prec rete 2 Pat at ree neat Cer eth Ge Me eee tae : RPO SS Eats ie Ger be ; LF j Aras 
gat Secale ac MORE ett ce ee Eee ee 1S alee aati Ge a Dap aie ct Ca ae eh LNAI crt cians cei, sca cy SEM ars in tid ont Che Ss den) Sheer RR ae oP Peay igh gee ofetas AAA IS reg RSL Scat ink Ae ete aL ee) Saadeh Sal OE. Teh? ~ Part cae ee 


% Lee a ae Bae i 
Ct oe Renee e. 


SO! ‘ 


August 16, 1937 


ADVERTISING AGE 


25 


PENNSYLVANIA 
WARS ON DEATH 
IN MAJOR DRIVE 


Enlists Major Media and Aid 
of Children 


(Picture on Page 39) 
Philadelphia, Aug. 10.—Determined 


turee major industries—oil, coal and 
steel—will make up the show. The 
scenic beauties of the commonwealth 
and its commercial and industrial ad- 
vantages will also be emphasized. 


Montgomery to IBS 


E. F. Montgomery has been ap- 
pointed national sales manager of 
Iowa Broadcasting System, Des 
Moines. He was formerly regional 
sales manager of Station WMT and 
previously was commercial manager 
of KOIL. 


To “House Beautiful’ 


Bennett Yarrow Ryan has joined 
the advertising sales staff of House 
Beautiful, New York, to specialize in 
contacts with retail shops. 


Rolls Razor Starts 
Big Fall Campaign 

Rolls Razor, Inc., New York, will 
vreak the most extensive campaign 
n its history in September in 
Esquire, Life, The Saturday Evening 
Post, Time and newspapers in metro- 
politan centers, 

Kimball; Hubbard & Powel, Inc., 
New York, is the agency, Horace 
Cleveland, account executive. 


James with Agency 


William M. James has been ap- 
2ointed account executive of Lock- 
wood-Shackelford Company, Los An- 
zeles. He was formerly manager of 
Irving Fogel Advertising Agency, 
Hollywood, and in the sales depart- 
ment of KHJ, Los Angeles. 


Winter Driving 
Helps Featured 
in AAA Exhibit 


Chicago, Aug. 10.—Anticipating an 
increase in winter motoring, the 
Automobile Accessories Association 
yesterday opened its fourth independ- 
ent exhibit to more than 1,806 dealer 
and jobber buyers from all sections 
of the country, with products de- 
signed to make cold weather driv- 
ing safer and more comfortable as 
featured attractions. 

R. G. Ames, executive secretary of 
the association, said that heaters of 


all types, windshield defrosters, and 
tire chains would probably receive 
the major attention from show visi- 
tors. He pointed out that, in con- 
trast to former years, fall sales of 
accessories now surpass those made 
in the spring. 

The Association is comprised of 
more than 200 manufacturers and its 
show this year is presenting exhibits 
from nearly all of these companies. 

Lighting equipment, auto-radios 
and lubrication equipment exhibits 
were other major items in the va- 
riety offered visiting buyers. 

No formal program accompanied 
the show which will run through 
Aug. 13. Baldwin Sears, Aurora 
Equipment Company, Aurora, IIL, is 
president of the association. 


to cut down deaths and accidents on 
its highways, Pennsylvania is call- 
ing on almost all the major media!) g9¢¢ 95 , ; 
known to modern merchandising for| 

the promotion of an extensive safety 
campaign financed by an appropria- 
tion of $200,000 obtained from the sale 
of special automobile inspection stick- 
ers required twice yearly on all cars 
licensed within the state. Barnes & 
Aaron, Philadelphia, is the agency in 
charge. 

Under the auspices of the govern- 
or’s Highway Safety Council, a series 
of eight newspaper advertisements 
has been placed in 135 Pennsylvania 
dailies. A message from the Gover- 
nor, “A Tragedy Taken Too Lightly,” 
occupying 600-line space, featured 
this phase of the campaign, which 
was supplemented by seven 300-line 
human interest advertisements. 


a Warning to Speeders 
ed Approximately 250 painted outdoor 
maha bulletins, 421%, feet long and 121, feet 
Potts- high, have been placed at strategic 
sh. points along the state’s highways. 
y and The left side of each has a cut-out of 
a state highway patrolman with his 
hand raised in a warning gesture. 
° Standing well above the top of the 
tion sign, the patrolman is tied up with 
ipany, slogans and warnings, such as “Reck- 
hang less Drivers Help Fill the Hospitals 
nd op —Be Careful, Drive Safely”; “Don’t 
tation Pass on Curves”; “When You Drink, 


Don’t Drive—When You Drive, Don’t 
Drink”; “Death Never Takes a Holi- 
day.” 

In addition, 18 illuminated signs 
have been placed at strategic spots 
in 18 key cities. A series of ‘“Wel- 
come” signs has also been set up on 
main highways entering the state 
from neighboring states. These in- 
form the motorist that he is in Penn- 
sylvania and at the same time state 
the speed limit with the request that 
he drive safely while within the 
state’s borders. More than 2,000 24- 
sheet posters, changed monthly, sup- 
plement other outdoor advertising 
units. 

Thirty-six one-minute spot an- 
nouncements have been scheduled for 
24 Pennsylvania radio _ stations, 
warning the motorist on common haz- 
ards encountered while driving. 


Form Student Patrols 


A safety motion picture, scheduled 
for showing in all public and par- 
ochial schools throughout the state, 
was coupled with promotion of a Jun- 
lor Safety Council, to spotlight the 
purposes of the campaign for youth- 
ful minds. More than 1,000,000 but- 
tons have already been distributed to 
school children and each recipient has 
been required to sign a pledge prom- 
ising to obey traffic officers and avoid 
Dlaying on highways. Student pa 
trols were formed in schools and 
about 5,000 canvas “stop” flags were 
— to juvenile traffic assist- 
an 


Deliver the customers | 
where you can sell them 


Add it all up—successful advertising wraps up the customers in a bundle: 
and delivers them to a retail store. 


Now there is scarcely a product in the world that is literally, ‘For Sale. 
Everywhere.’’ Most products are for sale only in scattered stores where, by, 
dint of hard selling, competition has been wholly or partly defeated. The 
productive part of your advertising is that which reaches people in the _ 
naborhoods of the particular stores that sell your product. | 


All other advertising is wasted. 


Another campaign sponsored by 
Pennsylvania’s advertising-minded 
authorities is now also gaining mo- 
mentum under the sponsorship of the 
State Publicity Commission. Details 
of the radio portion of the drive, an- 
nounced this week, indicate that part 
of the $500,000 appropriation will be 
devoted to a half-hour, coast-to-coast 
rogram entitled, “Hail Pennsyl- 
Yania.” Barnes & Aaron are hand- 
ling the radio show, with Walker & 
Downing, Pittsburgh, in charge of 
Temainder of the campaign. 
The radio program will run 
ugh this summer, as well as the 
‘immer of 1938. A “name” band, 
tic sketch of about 10 minutes’ 
uration, dramatization of outstand- 
historical events in Pennsylva- 
ula's history as well as the state’s 


Criterion Service enables you to advertise right where you are able to sell. 
You may buy one display or ten thousand. You may eliminate every’ 
naborhood in which you cannot sell. You may concentrate a heavy cam- | 
paign in the naborhoods where you can sell. You may do it at the amazingly 
low cost of ten cents per display per day. at 


Criterion Service offers you big circulation, color, eye-level display, large | 
size—on framed steel panels, on leased walls, in naborhood retail shopping 
centers where 80% of all retail sales are made. : 


Send for ‘Market Covera Naborhoods”, a new book that reveals @ 
new pool coach to ph nngpdie hay It breaks down every ef and town | 
in the United States and Canada so that thinking in terms of naborhood 
retail shopping center units becomes feasible. ; ' 


SELECTIVE P 


IN NABORHOOE PPING CENTERS 


CRITERION ADVERTISING CO., INC. 
GRAYBAR BUILDING - NEW YORK 


‘‘makes all other forms of advertising and selling more productive” 
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Outline Poster 
Co-op Campaign 
for Food Brands 


New York, Aug. 11.—Plans for a 
new “merchandising laboratory,” 
said to have been inspired by chang- 
ing conditions being wrought by the 
Robinson-Patman act and  price- 
maintenance laws, were announced 
today by W. F. Loomer, vice-presi- 
dent, Universal Advertising Corpora- 
tion. The laboratory is to provide a 
service, he said, for the promotion 
of national brands through co-opera- 
tive outdoor campaigns by manufac- 
turers and chain and voluntary retail 
food outlets. 

The plans call for the campaigns 
to be built around three-sheet post- 
ers which will intensively cover the 
trading areas selected and will ad- 
vertise through eye-appeal menus the 
products of several manufacturers 
whose goods are to be carried in the 
stores of the participating retail com- 
panies. Miniature reproductions of 
the posters with space provided for 
writing in bargain numbers, to be 
displayed in store windows, and 
leaflets, also tying up with the post- 
ers, are integral parts of the cam- 
paigns contemplated to open in the 
fall. The costs of each campaign are 
to be equally divided among the 
manufacturers and retailers. A nec- 
essary prerequisite is for the latter 
to guarantee to stock and push the 
goods to be advertised. 


Adaptation of Principle 


“Reprints of advertising carried by 
newspapers and magazines have long 
been recognized as effective selling 
aids at the point of purchase,” Mr. 
Loomer declared, “and we are simply 
carrying over this principle to the 
medium of poster advertising. As to 
the retailers sharing the cost of this 


co-operative promotion, this is nec- 
essary for a number of reasons but 
principally in order to procure their 
whole hearted support in pushing the 
advertised wares. While these retail- 
ers will not be getting everything 
for nothing, they will still be get- 
ting, in the case of an advertisement 
of five products, five-sixths more 
than they will be paying for.” 

He indicated that if the new type 
of campaign is successful in the food 
field, it would be extended to those 
of drugs and automobiles. 


Tie-Up Fosters 
Amateurs’ Zest 


For Color Photos 


New York, Aug. 10.—Joining forces 
to promote their common specialties, 
Dufaycolor, Inc., maker of color 
films, and the New York Mirror, 
user for more than five years of 
colorgravure in its Sunday magazine 
section, are encouraging amateur 
color photography through formation 
by the Mirror of a colorphoto club, 
with which Dufaycolor is tying in 
with a series of advertisements pub- 
lished in columns adjacent to the 
club news. 

Breaking in the current issue of the 
Mirror, the announcement of the 
club’s formation contained the state- 
ment that “two manufacturing com- 
panies—the Eastman Kodak Com- 
pany and the Dufaycolor Company— 
have now made it possible for any 
user of a camera, professional or am- 
ateur, to take natural-color photo- 
graphs. Kodachrome film so far is 
available only in the 35 millimeter 
size. Dufaycolor film is now avail- 
able in all standard sizes, up to eight 
by ten inches.” 

Both editorial text and Dufaycolor 


IDENTIFIABLE FROM 


New Mazda package, designed by Gair Cleveland Cartons, Inc., for General 
Electric Company, is simple, but effective, a bulb design making identification 
automatic. On the back is a bulk ™ 


eel 


EVERY ANGLE 


recipe chart." 


copy emphasize development of the 
color film free by the manufacturing 
company. Color photos accepted by 
the Mirror for publication will be 
paid for at rates starting at $10. Club 
enrollment blanks are published be- 
low the featured club news while the 
Dufaycolor advertising provides a 
coupon for name and address and 
photographic dealer of persons seek- 
ing information regarding Dufay- 
color. 

This advertising, to be continued 
through Sept. 5, is part of a national 
campaign in newspapers and maga- 
zines placed for the film company by 
Frank Presbrey Company, New York. 


Get that 


at that figure again. 
receive that tremendous sum within a period of two months. 
more than farmers in Virginia, South Carolina, Alabama, Maryiand 
or Florida get for ALL their crops the WHOLE YEAR. That's twice 


$107,632,000% 


“Dollars 


in CASH 


figure fixed firmly in your mind. 


That's plenty of money, isn't it? 


107 million dollars! 


a 


107 million dollars in cash! 


That's the amount of money that Eastern and Central North Carolina 
tobacco growers, just IN THE NEWS AND OBSERVER'S territory, wil! 


Look 
And these farmers wil] 
That's 


as much as Kansas farmers get for their wheat crop. That's as much 


the next 


N. C. State College of Agriculture 
N. } Newspaper 


Represented 
by the 
BRANHAM 


COMPANY 


| 
| 
} 
| 
' 
| 
| 
| 
%* Sources Used: 
’ 


of Raleigh, 
concentrates 95 per cent of its circulation. 


the State Capitol, 


| 
| be paid in cash for their crop during the season just beginning. 
| 


This kind of a situation calls for double-barrelled quick action. 
remind you again—this huge sum will be in the farmers’ hands within 


two months. 


irectory for 


as Florida and California orange growers get for their combined crop. 


The estimated total tobacco production for the 1937 selling season in 
THE NEWS AND OBSERVER'S territory will be 480 million pounds 
out of a state total of 541 million.* All this within a radius of 75 miles 


where THE NEWS AND OBSERVER 


We 


What they do with it depends on how shrewd is many a national 
advertiser. 


The NewS ana Observer 


RALEIGH, N. C. 


ABC Circulation Twelve Months Ending December 31, 1936— 


Daily 53,288 
Sunday 51,506 


Tide Water Oil 
Copy Is Theme 
for New Film 


New York, Aug. 10.—Advertising 
copy so dramatic in its presentation 
and content as to form the basis for 
the scenario of the new Paramount 
feature, “High, Wide and MHand- 
some,” now having its premier here, 
is the unusual record of the 1935 
magazine campaign for the Tide 
Water Associated Oil Company. 

The copy series, entitled “The 
Romance of the World’s Finest Motor 
Oil,” arrested the attention of Oscar 
Hammerstein II as being excellent 
scenario material. The resulting 
film is thought to be the first one 
to have been “adopted” from adver- 
tising rather than from editorial ma- 
terial. Lennen & Mitchell prepared 
the series. 

An elaborate schedule timed to 
coincide with the release of the film 
has been set up by the Tide Water 
company, providing for the display 
of one-sheets and distribution of 
four-leaf pamphlets by dealer sta- 
tions, lobby displays in local the- 
aters, and in some instances local 
advertising tied in with the showing 
of the picture. Road showings in 
principal cities begin Aug. 12 in 
Los Angeles and will attain national 
distribution around the first of next 
year. 

Tide Water advertising appearing 
in New York newspapers features 
illustrations from the historical series 
alongside scenes from the film. The 
similarity of the former, reproduc- 
tions of oil paintings made especially 
for the earlier series, and of scenes 


from the picture are considered 
striking by company and agency 
Officials, who are said to be con- 


templating the revival of the com- 
plete series in the event of the pic- 
ture becoming a hit. 


Optrex Introduced 


Optrex eye-wash, an English prod- 
uct, will invade the American market 
soon, according to Fougera & Co., 
New York, American distributor. A 
newspaper test campaign featuring 
eye strain relief has been launched 
through Paris & Peart, New York, 
in Albany and Binghamton, N. Y.; 
Bridgeport and New Haven, Conn.; 
Harrisburg, Pa., and Grand Rapids. 
Mich. 


Warner to “Telegram” 


Melvin J. Warner, formerly in the 
advertising department of the Daily 
Advance, Elizabeth City, N. C., has 
joined the advertising department of 
the Evening Telegram, Rocky Mount, 
N. C. 


New Programs on KNOW 


Hearst Radio, of which KNOW. 
Austin, Tex., is a subsidiary, has 
completed arrangements with CBS 
to release all of the national com- 
mercial programs broadcast to the 
Southwest over Station KNOW. 


ee 


Esquire’s New 


Magazine Will 
Dissect News 


New York, Aug. 12.—The new 
magazine to be published by Esquire, 
Inc., will be known as Ken and will 
make its appearance about Nov. l, it 
was divulged today. The magazine, 
to be a semi-monthly, will give itself 
the assignment of reporting “the 
truth behind the news.” 

Ernest Hemingway and Arnold 
Gingrich will be editors. The price 
will be 25 cents per copy and dis- 
tribution of the initial issue is placed 
at 750,000 copies. 


SCRIBNER’S, TOO 


New York, Aug. 12.—Harlan 
Logan, publisher, Scribner's, today 
confirmed a report that he is con- 
templating a new monthly mass 
magazine to be issued in the fall of 
1938. Circulation will be on a 
controlled basis, he said, with in- 
itial distribution of about 3,000,000 
and a “potential circulation” in the 
neighborhood of 12,000,000. 

The new magazine, it is under- 
stood, will contain a home appeal. 
No name has as yet been chosen. 
Scribner’s recently placed a portion 
of its distribution on a controlled 
circulation basis. 


Rice Mills Merge 

The Comet Rice Company, New 
York, and Steinhagen Milling Com- 
pany, Beaumont, Tex., have consoli- 
dated to form Comet Rice Mills, Inc., 
with headquarters in Beaumont. 
Freitag Advertising Agency, Atlanta, 
Ga., has been appointed to handle a 
fall newspaper and radio campaign. 


Julien Returns 
Don M. Julien, formerly with Fos- 
ter & Davies, Inc., Cleveland, has re- 
turned to the agency. He was re- 
cently account manager of McCann- 
Erickson, Inc., Cleveland. 


Cut-to-measure 
advertising 


A magazine can please everyone a 
little, or please a selective audience 
very much. We aim to make THE 
DIGEST a custom fit for one type 
of person. A good deal of advertis- 
ing, it seems to me, is hardly an 
exact fit for anyone. 

For people are not all alike. The 
president of a company and the 
clever boy he recruits from the cam- 
pus have different measurements. 
Matters which bore the boy are in- 
teresting and important to the 
president. 

If less than half a million people 
can afford what you _ advertise, 
doesn’t it worry you to pay for 
reaching ten million? That adds up 
to 95 per cent waste. 

THE DIGEST is edited for men 
and women who are mentally vital, 
but too busy to be intellectual. They 
are curious about truth but have 
little time to seek it. Yet they must 
know what the world is doing and 
thinking. 

THE DIGEST is cut to the 
measure of that man or woman— 
and the fit is good. If what you 
make is for busy people of good in- 
come, you can reach half a million 
of them by advertising in THE 


DIGEST. ,T BERT SHAW, JR- 
PUBLISHER OF 
viEW OF ae 


233 Fourth Avenue 
New York City 
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ADVERTISING AGE 
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Earnings of 
Advertisers 


Increasing competition from _ pri- 
vate brands as a result of the Robin- 
son-Patman act, as well as higher 
costs for materials and labor, is 
plamed for lower earnings reported 
py Standard Brands, Inc., for the 
first half of the year. 

The Robinson-Patman act, it is as- 
serted, has stimulated employment of 
private brands by large retailers. 
Higher prices which have necessar- 
ily been charged consumers in the 
face of advancing costs have also in- 
creased sales resistance. 

For the six months ended June 30, 
indicated net income of Standard 
Brands, Inc., was $5,721,352, com- 
pared with $7,467,917 for the corre- 
sponding period of 1936. The results 
of the second quarter were more fa- 
vorable than those of the first, how- 
ever. 


*” * ” 

Borg-Warner Corporation and sub- 
sidiaries reported net profit of $4,- 
304,299 for the first six months of 
1937, a handsome gain over the $3,- 
458,126 earned during the like period 
of 1936. The first quarter was 
slightly more profitable than the sec- 
ond. 

os ” «x 

Earnings of Underwood, Elliott 
Fisher Company for the half year 
ended June 30 show a substantial 
increase over the same period of 
last year. Net profit for the six 
months ended June 30 is $2,576,409. 
as compared with $1,486,625 for the 
first six months of 1936. It is 
pointed out that business machine 
companies continue to be benefited 
by the greater demand for equip- 
ment growing out of the expansion 
of government activities and the in- 
creasing need of industry for keep- 
ing records under new legislation. 


* * * 


Hygrade Sylvania Corporation re- 
ports a net income of $590,315 for 
the six months ended June 30. This 
compares with $410,734 listed for 
the first six months of 1936. 


* * * 


Bon Ami Company and _ subsid- 
iaries list a net profit of $678,998 for 
the six months ended June 30, an 
increase over the $587,753 shown 
for the first half of 1936. The indi- 
cated net profit for the quarter 
ended June 30, 1937 is $361,689 as 
compared with the $342,197 regis- 
tered for the June, 1936, quarter. 


* * * 


The quarterly net profit of the 
National Biscuit Company for the pe- 
riod ended June 30 is shown at $2,- 
884,035, as compared with $3,087.619 
for the June quarter of 1936. The 
company’s six month profit for the 
period ended June 30 is estimated at 
$5,422,792, as compared with $6,004,- 
742 for the first half of 1936. 

* * * 

Stable and improved prices for 
crude oil products and a 29 per cent 
sales gain have enabled the Union 
Oil Company of California to present 
its best first half year report since 
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528 IDEAS! 


MEN IN YOUR ORGANIZATION 
WILL BENEFIT BY THIS er Get this 


house o' 

line ideas” by sensa- 

tional values in a color- 

ad eee 48 page 
$s for your 

ca ‘eee. 


~ CLIP THIS COUPON! 


1930, according cto the bulletin issued 
by the company. Net profit for the 
six months ended June 30 is esti- 
mated at $5,200,000 as compared 
with an estimated net profit of $2,- 
000,000 for the same period in 1936. 
Sales for the six months ended June 
30 amounted to $38,350,000, an in- 


crease of $8,750,000 over the same 
period last year. 
*” * * 
The report of the Bulova Watch 
Company, Inc., and wholly owned 


subsidiaries for the fiscal year ended 
March 31, 1937, shows a net income 
of $2,643,122 and compares with a 
net income of $1,317,268 shown for 
the preceeding fiscal year. 


* * * 


General Electric Company’s net 
profit for the first six months of 
1937 is $26,293,604, as compared with 
$16,592,324 for the first six months 
of 1936, according to an announce- 
ment made by Gerard Swope, presi- 
dent. This is an increase of 58 per 
cent. Sales for the first half of the 
year totaled $171,076,645, an increase 
of 43 per cent over the $119,273,388 
shown for the corresponding period 
in 1936. 


* * * 


Wesson Oil & Snowdrift Company 
and subsidiary companies report a 
net profit for the nine months ended 
May 31, 1937, of $3,716,131, com- 
pared with a profit of $2,139,053 for 
a similar period in 1936. Sales for 


the nine-month period ended May 


NEW AND BEAUTIFUL SETTING FOR HOSE 


2 he tl | 


HOLEPROOF 


Holeproof's new pack- 
age. which is expected 
to reconcile feminine 
buyers to higher tariffs. 


—————— — — 


31, 1937 are reported at $48,405,940 
as against $47,163,757 for the same 
period in 1936. 


* * * 


International Shoe Company re- 
ports a consolidated net income of 
$3,879,150 for the six month period 
ended May 31, 1937. This compares 
with $3,489,057 profit for the six 
months ended May 31, 1936. Net 
sales for the six-month period this 
year totaled $44,475,225 as compared 
with $37,390,463 for the first six 
months of 1936. 


Gets Control of 
Electromaster, Inc. 


The Kelvinator division of Nash- 
Kelvinator Corporation, Detroit, has 
acquired a 55 per cent stock interest 
in Electromaster, Inc., Detroit, 
George W. Mason, Kelvinator presi- 
dent, has announced. 


Nordberg Transferred 


Ralph Nordberg, commercial man- 
ager of Station WGY, Schenectady, 
for nine months, has been transferred 
to the sales department of National 
Broadcasting Company, New York. 


New Package 
Helps Justify 
Higher Prices 


Milwaukee, Aug. 11.— Holeproof 
Hosiery Company has adopted a new 
package for its finest gossamer-sheer 
crepe women’s hosiery, merchandised 
under the name of Fil d’or. Officers 
of the company believe the new pre 
sentation will help reconcile buyers 
to high prices now prevailing. 

The new box is in black on gold 
against the former silver on black 
box. A novel cellophane wrapper in 
six colors inside the box carries three 
pairs of hose. The upper portion of 
this wrapper is in gold with the leg- 
end, “Proud as a Peacock in Hole 
proof Sheers.” 

A part of the colorful peacock takes 
the form of a woman in blue survey- 
ing her hose, the color of which can 
be seen through a cut-out of her legs 
against the black base background. 
This cellophane wrapper carries on 
the back a black on gold tag giving 
the style number, color and size of 
the stockings. This information is 
also printed on the outside of the box. 

Fil d’or hose retail at $1.65 a pair, 
a new price peak for Holeproof with- 
in the last year and a half. 

Shellmar Products Company pro 
duced the cellophane wrapper, while 
Philipp Lithographic Company made 
the black and gold wrapper. 


OWN 


© K. Ever Recdy - Send me that colorful 48 page label 
book showing 528 modern ideas No obligation, of course 
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practical advertising 


PICTURE FILE! 


Jack Taylor’s Photofile 


Fifty glossy prints ready for reproduction 
as you need them! A compilation of adver- 
tising situations made by an outstanding il- 
lustrator and carefully selected by a nationally 


recognized expert for your everyday needs. 


Remember—this is not a catalog. You can 
use these photographs—they are fully pro- 
tected by model releases. You have a com- 


plete file of fifty illustrations for your use. 


The most economical and 


graphic service ever devised! 


HAVE YOUR 


STOCK 


Each edition is definitely limited for your pro- 


tection against duplication in reproduction. => 


photo- NAME 
FIRM NAME _ 
ADDRESS 


CITY. 


PS PE ok. 


Send remittance today 


for your PHOTOFILE 


OnLy $17.50 
THE LANE PUBLISHING CO. 42650 CLARK ST, CHICAGO 


Here Comes 
Jack Taylor 
with 
Idea 


New Pictures 


a New 


New Situations 
New Models 


ata 


"PHENOMENALLY 
a A Oo w PRICE 


Sentlemen: 


LANE PUBLISHING CO., 626 “s. CLARK ST., CHICAGO, ILL 


Please send me one complete Photofile at $17.50. 


O 


Remittance Charge 
Enclosed Account 


STATE 
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Atmosphere of 
Circus Planned 


for DMAA Meet 


Cleveland, Aug. 11.—With “Show- 
manship for Selling’ as the major 
theme, the convention of the Direct 
Mail Advertising Association, sched- 
uled to open here Oct. 12, will high- 
light a four-day program paced at 
circus tempo with an educational ex- 
hibit in six large “tents,” according 
to Henry Hoke, executive manager of 
the Association. 

Each of these tents, built to repre- 
sent a typical sideshow or World’s 
Fair entertainment concession, will 
feature a phase of direct mail adver- 
tising, Mr. Hoke said. He emphasized 
the fact that while the whole conven- 
tion will be surrounded with the at- 
mosphere of the circus, the fair and 
the theater, “the parts will be played 
straight.” 

Elements of showmanship as re- 
lated to direct mail, to be played up 
in the tent side-shows are simplicity, 
richness, realism, humor, emotions, 
and continuity, with a “barker” 
scheduled to be on hand to extoll the 
features of each show. 

Kenneth Goode is in charge of the 
convention program and, according 
to Mr. Hoke, plans to dispense with 
such ordinary elements as introduc- 
tions, addresses of welcome and reso- 
lutions. All events and the exhibit 
are planned for the Carter hotel. The 
Cleveland Advertising Club is spon- 
soring the affair. 


Artistic in Gravure 


Artistic Foundations, Inc., New 
York, is planning the most extensive 
rotogravure newspaper campaign in 
its history. Both independent news- 
papers and groups will be used. 
Hirshon-Garfield, Inc., New York, di- 
rects the account. 


Gets Erin Brew 


Standard Brewing Company, Cleve- 
land, has named Hubbell Advertising 
Agency, Cleveland, to handle adver- 
tising of Erin Brew. Radio, posters 
and merchandise displays will be 
used. 


Gillette Air 
Auction Ends; 
Low Bid Named 


New York, Aug. 10.—Completion of 
the “Auction of the Air” contest 
sponsored by the Gillette Safety Ra- 
zor Company, Boston, was announced 
last week on the company’s CBS net- 
work show when the name of the 
lowest winning bidder was broadcast. 

This individual and the 124 other 
entrants whose bids topped his will 
each be awarded a Columbia bicycle, 
but not until they have sent in the 
requisite number of empty blade 
packages to indicate that their 
pledges have been fulfilled. 

The lowest winning bid according 
to the company’s local office was a 
pledge for the purchase of 105 pack- 
ages of the 10-blade size. At a price 
of 49 cents per package, this winner 
will pay $51.45 for 1,050 blades and 
the bicycle, with other bidders pay- 
ing proportionately more. The high- 
est bid was not announced over the 
air. No definite date has been set by 
the company as to when the packages 
must be submitted. The Columbia 
bicycle is a product of the Westfield 
Mfg. Company, Westfield, Mass. 


Zephyr, New Smoke, 
Offered to New York 


Axton-Fisher Tobacco Company, 
Louisville, is offering the Zephyr, “a 
precision blend cigarette,” in a mod- 
est radio campaign in New York. 
The price of two for 25 cents, made 
famous by the Big Four for many 
years, is another feature. 

McCann-Erickson, Inc. is the 


agency. 
KFDM Names Blair 
Sabine Broadcasting Company, 


Inc., Beaumont, Tex., has appointed 
John Blair & Co., to represent Sta- 
tion KFDM nationally. 


Diespecker in Radio 


Richard Diespecker, formerly with 
the Vancouver Star and Victoria 
Colonist, has joined Station CJOR, 
Vancouver, B. C. 


CHEVROLET ADDS 


to its 45-million circulation 
and not to duplication 


When Chevrolet and Campbell-Ewald 
added Household to their 45-million 
magazine circulation, they added rela- 
tively little cost . . . AND THEY ADDED 
STILL LESS TO DUPLICATION. 


Their 45-million circulation, being largely 
metropolitan, stopped short of reaching The 
Household Magazine’s 1,750,000 circulation in 


Small Town America specifically. 


Nowhere 


else will a small slice of your dollar bring you 
so much NEW MARKET. 


———E_—= 


ncn 


i 
———EEEse— 


/ CHEVROLET) 


| Wevewnad 


Is Your List as Good as Your Distribution? 


THE 


HOUSEHOLD 


M A G AZI | & Arthur Capper, Publisher, Topeka, Kansas 


NEW YORK CHICAGO 


DETROIT SAN FRANCISCO 


Getting Personal — 


John Barton Browne, business promotion manager of the Ambassa- 
dor, Los Angeles, in collaboration with H. Bedford-Jones, has written for 
The Saturday Evening Post an 85,000 word novel entitled “Garden of the 
Moon”... James R. Curtis, president of KFRO, Longview, Tex., has been 
elected head of the Longview Junior Chamber of Commerce for 1937- 
1938. Since the Junior C. of C. publishes a monthly paper the KFRO 
president may have to solicit newspaper space... 


Asked to name ten great men 

in the world, John Canning, Jr., 
Standard Oil Company of Indiana, = 
wrote: “Chicago Cubs 9, Charlie 4 La ee 
McCarthy 1, total 10”... Marking _ 
30 years of active service with the 
Calgary Herald, Calgary, Alta., O. 
L. Leigh-Spencer, v. p. and man- 
aging director, was the guest of 
honor at a “family party,” attend- 
ed by members of every depart- 
ment. He was presented with an 
engraved silver tray... 


Willis H. Carrier, chairman of 
Carrier Corporation, Newark, and 
pioneer in the air conditioning 
field, sailed Aug. 7 aboard the Rex 
on the first leg of a trip to 
Johannesburg, South Africa, where 
he will inspect the Carrier air con- 
ditioning installation in the Rob- 
inson Deep gold mine... Eric Pal- 
mer, New York publicist, returned 
from a TWAing jaunt across 
America to take up duties as fore- 
man of the Federal Grand Jury 
for August in the Long Island 
District of New York... 


James Spencer White, Jr., a. m. 
of White’s Quaint Shop, Westfield, 
Mass., and Ina West Banks, mem- 
ber of WBZA Players, Springfield, 
were married Aug. 7. . . Rudolph 
Guenther, chairman of Albert 
Frank-Guenther Law, Inc., New York, has returned from a two months’ 
trip abroad, where he visited the company’s London office... 


COWBOY AT EASE—Harry F. O'Mealia, 
O'Mealia Outdoor Advertising Company. 


Jersey City, 


enjoying a vacation at 
Sheridan, Wyo. 


John Schneider, Tranquillini Advertising studio, Cleveland, won 
the Cleveland Advertising Club golf tournament for the second year in 
a row. He had a low gross of 71... Clarence D. Epstein, v. p. and treas- 
urer of the Advertising Corporation of America, Easthampton, Mass., 
was married Aug. 11 to Wilhelmina Hebald, New York... 


J. L. Kraft, president of Kraft-Phenix Cheese Corporation, 
astounded the audience at NBC studios in Hollywood by the ease with 
which he talked on his own show, the Kraft Music Hall, the occasion 
being the fourth anniversary of Miracle Whip salad dressing. . . Henry 
T. Ewald, Campbell-Ewald, was given a write-up in a recent issue of the 
Detroit News on what an advertising man does when he is forced into 
idleness. . . 


Reinald Werrenrath, Jr., son of the celebrated baritone and a mem- 
ber of NBC’s guest relations division, is honeymooning at the Werren- 
rath summer home in the Adirondacks. His wife is the former Eliza- 
beth Imbie, of Newburgh, N. Y. The senior Werrenrath helped launch 
the love ship by singing ‘“‘O Perfect Love” at the marriage ceremony. . . 


Commercial manager Edgar P. Schutz, of WIL, St. Louis, is vacation- 
ing. He will visit Chesapeake Bay, Washington, New York, Detroit, and 
Chicago. . Chester H. Miller, president of Transcriptions, Inc., turns 
to Nature for a week’s vacation at his farm in Chalfonte, Pa... With a 
membership of about 35 members, a new advertising men’s luncheon club 
has been organized for former Boston advertising and merchandising 
men now living in New York. Meetings are monthly. Wm. H. Pond, 
New York office of Scripps-Howard, is secretary. . . 


Editor Alfred Auerbach, of Retailing-Home Furnishings, Fairchild 
pub., back from a three-month study trip in England, Denmark, Sweden, 
and France, gives his findings and impressions in a 16-page section of 
the August 16 issue of the magazine... 


David M. Rosen, chairman of the board, Zinn & Meyer, Inc., New 
York, will shuttle back and forth between Manhattan and Los Angeles 
for the next few months. Meanwhile the agency’s two New York offices 
are being consolidated temporarily at 1819 Broadway. .. Donald Hawley, 
who represents Charles Perry Weimer, New York ad-artist, when not 
making placements with his tennis raquet, has just retained his north 
New Jersey tennis championship. . . 


Henry P. Clark, manager of the McCann-Erickson offices in Buenos 
Aires and Rio de Janeiro, is at the New York offices of the company for 
a few months’ stay. . . Phil “Valspar” Vosburgh, a. m. of Valentine 
& Co. is—you must believe it—a water collector. Recently a headliner 
on WOR’s Hobby Lobby program, Vosburgh has samples from all over 
the world—the Lakes of Killarney, the Dead Sea, the Volga, Seine, 
Jordan, among others. It all began back in 1916 when he was in the 
army during the border trouble down Mexico way. To prove how rotten 
the water was down there, Vosburgh brought back a piece—and hasn’t 
stopped since... 


Members of the Advertising Club of New York journeyed to Lowell 
Thomas’ farm in Pawling, Sunday, Aug. 8, for a swim, a barbecue, and 
a soft-ball game. The result was good fun and bad baseball, with the 
Ad Club team struggling to a 10-10 tie with Thomas’ “Good Neighbors” 
nine. On the field, from time to time, were such sterling baseballers as 
G. Lynn Sumner; Lee J. Eastman, president of the Packard Motor Car 
Co. of New York; lawyer Charles E. Murphy; Ed Kobak, Lord & Thomas 
v. p.; Gilbert T. Hodges, executive board of the New York Sun: T. A. 
Burke, executive secretary of the Ad Club; W. T. Grant, chairman, W. T. 
Grant stores; Ralph Trier, president, New York Theatre Program Cor- 
poration; Eugene Kelly, v. p., Eilert Printing Co.; Martin J. Beirn, v. D., 
American Radiator Co.; James J. Clark, assistant to the president, Lig- 
gett Drug Stores; Ralph Neumuller, executive v. p., Electrical Associa- 
tion of N. Y.; Charles J. Carmody, Outdoor Advertising Inc.; and Clar- 
ence E. Holzkamp, Packard Westchester Co. Ted Shane, one-time editor 
ot Judge and The New Yorker, was an ump... 
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| 2- Phase Drive 


Gives Oakland 


Campaign Prize 


San Francisco, Aug. 10.—The com- 
munity series advertising metropoli. 
tan Oakland, recently judged to be 
the best of its type in the West, was 
described today by Erwin, Wasey & 
Co., agency in charge, as evidencing 
advantages of carrying through a 
two-way promotion in this type of 
effort. 

Sponsored by Alameda County and 
the several cities of the area, the 
campaign advertised both the indus- 
trial and residential advantages of 
Metropolitan Oakland as a com. 
munity. 

Copy promoting the territory as 
“the natural industrial center of the 
West” appeared in Business Week, 
Fortune, Nation’s Business and Time, 
while bay region newspapers were 
utilized in stressing the residential 
advantages, with the full force of 
this phase of the campaign concen- 
trated at the time of the San Fran- 
cisco-Oakland bay bridge opening. 
The magazine copy carried coupons 
inviting the reader to send for 
booklets and _. literature’ further 
emphasizing the advantages pro- 
claimed in the advertisements. 

The story of this campaign, placed 
on display at the Pacific Adver- 
tising Clubs Association convention, 
won first prize for it for the Oakland 
Advertising Club, sponsors of the ex- 
hibit. Tomaschke-Elliott, Inc., Oak- 
land, co-operated with Erwin, Wasey 
in preparation of the booklets. 


Crosley to Enter 
Gas Range Field 


Crosley Radio Corporation, Cin- 
cinnati, will enter the gas range field 
this fall, with a line of six models, 
the company has announced. 

Contracts have been let for the 
manufacture of dies, tools and equip- 
ment, 


New Oakite Drive 


Oakite Products, Inc., New York, 
will use 53 newspapers principally in 
New England, for its fall campaign 
featuring jingle copy and Okey Oak- 
ite, the trade character. The cam- 
paign will break the week after 
Labor Day. Calkins & Holden, Inc., 
New York, is in charge. 


Account to McCullough 


Non-Corrosive Washer Company. 
Rockford, Ill., has appointed Lee R. 
McCullough, Chicago, to handle ad- 
vertising of its automotive parts and 
accessories. Newspapers and _ busi- 
ness papers will be used. 


Redmond to Rudge 


Richard J. Redmond has left the 
promotion department of Columbia 
Broadcasting System to join William 
E. Rudge’s Sons, Inc., New York, as 
account executive. 


Cone Moves Offices 


Andrew Cone Advertising Agency 
has moved to 400 Madison avenue, 
New York city. 


1937 AUTO SHOW DATES | 


OCT. 27-NOV. 3—NEW YORK 
OCT. 27-NOV. 3—TOLEDO 
OCT. 30-NOV. 6—BOSTON 
OCT. 30-NOV. 7—LOS ANGELES 
OCT. 30-NOV. 7—SAN FRANCISCO 
OCT. 31-NOV. 6—CINCINNATI 
° MAHA 
- 6-12—AKRON 
- 6-12—COLUMBUS 
- 6-12—NEWARK 
- 6-13—BROOKLYN 
- 6-13—BUFFALO 
- 6-13—CHICAGO 
- 6-13—DETROIT 
- 6-13—INDIANAPOLIS 
- 6-13—NEWARK 
- 6-13—PHILADELPHIA 
- 6-13—PITTSBURGH 
- 6-13—TORONTO 
- 13-20—BALTIMORE 
. 13-20—CLEVELAND 
- 13-20—ROCHESTER 
*NOV. 14-20—SPRINGFIELD, MASS. 
NOV. 14-21—ST. LOUIS 
*NOV. 14-21—PORTLAND, ORE. 
NOV. 15-20—DENVER 
NOV. 15-20—JERSEY CITY 
- 17-24—MILWAUKEE 
NOV. 20-27—MONTREAL 
NOV. 24-DEC. 1—KANSAS CITY 


t—trucks only 


*—tentative 
Automotive 8 
| Satomotie Balle Actos 


a Celluloid reprints of the above will be 
furnished on request by Automotive Daily 
News, Detroit. 
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UTILITY MAKES 
WINTER LONGER 
WITH PROMOTION 


Also Wins Support for Sum- 
mer Advertising 


Miami, Aug. 13.—A _ state Ccam- 
paign waged single-handed by Flor- 
ida Power & Light Company not 
only induced winter visitors to pro- 
jong their stays, but has aroused en- 
thusiastie sentiment in favor of ad- 
vertising featuring Florida as a 
summer resort. 

Bernal E. Clark, advertising man- 
ager of the company, today gave 
these figures: Increase in bus and 
street railway passengers carried in 
April and May over the same months 
in 1936 was greater both in numbers 
and percentage than the 1936-37 win- 
ter month gains. Disconnects in 
electric service slowed down as 
much as 23 per cent in some sections 
of the state under the trend of pre- 
vious years and the company had 
9,800 more customers on its power 
lines June 1, 1937 than it had June 
1, 1936, while electrical output not 
only gained steadily in comparison 
with 1936 figures but twice during the 
spring months, seasonal trends were 
reversed when weekly output regis- 
tered gains over the week preceding. 


Ideal Summer Weather 


The Florida Power and Light Com- 
pany, with headquarters in Miami, 
supplies electric service to 182 com- 
munities, most of which are in rec- 
ognized resort areas of the state. 
These resort communities do a 
thriving business during the win- 
ter but too often languish into 
somnolence throughout the summer. 
Despite its southern location, Flor- 
ida has definite summer advantages 
—trade winds keeps temperatures 
surprisingly low and Miami, for in- 
stance, has never known a _ heat 
prostration. Since the U. S. weather 
bureau office has been established in 
that city, the temperature has never 
gone above 94 degrees. However, 
efforts to “sell” these advantages 
made little headway since they were 
usually organized only on a com- 
munity basis and were generally ill- 
financed. 

The Florida Power and Light 
Company decided to step into the 
breach and launched two compaigns. 
One campaign, in April and May, 
urged tourists to “Stay Through 
May.” The second, inaugurated 
June 6 and continuing through July 
15, was directed toward increasing 
the summer tourist business of the 
state. 

Newspaper advertisements, radio 
programs, posters, a huge electric 
sign on the Dade County Causeway 
Which connects Miami and Miami 
Beach, windshield stickers and win- 
dow ecards all urged winter visitors 


WINE 


Use of Georgia Grapes 

. not to mention the 
Georgia peach ... in the 
manufacture of wine is 
just one more source of 
increased cash farm in- 
come in the Macon ter- 
ritory. More business? 
It's here! Come and get 
it in the 


MACON 


GEORGIA 
TELEGRAPH 
and NEWS 


Representatives: 


THE BRANHAM COMPANY 


20 STORIES HIGH 


Vertical radiator antenna just completed 


by Station WIP, Philadelphia, in a 
$60,000 expansion program. It will also 
serve as an aviation marker. 


to prolong their Florida stays, with 
results as indicated. 

The summer tourist campaign pre- 
sented greater difficulties. The ob- 
vious method of increasing summer 
tourist travel into Florida would be 
to inaugurate an advertising cam- 
paign outside the state. The com- 
pany believed that such a campaign 
is a community project and its own 
objective was to arouse the state to 
the necessity for summer advertis- 
ing. 

Putting Public to Work 


“Summer-grams” provided the 
solution. Summer-grams are over- 
size post cards, 7 by 5% inches, il- 
lustrated with photographs of Flor- 
ida scenes and vacation activities 
on one side. On the other, in addi- 
tion to space for the address and a 
personal message, was printed a 
brief statement of the pleasant sum- 
mer weather and seasonal economy 
of Florida. 

These Summer-grams were dis- 
tributed free at all company offices 
throughout the state and, once the 
campaign got under way, at many 
stores and theaters as well. The 
company offered to pay the postage 
on cards mailed in company boxes. 

On May 31, first of a series of 
advertising ‘teasers’ appeared in 
newspapers. These were followed 
by advertisements explaining the 
“Summer-gram” and the idea behind 
it and urging Floridians to send 
Summer-grams to friends in the 
north. These advertisements Car- 
ried illustrations of vacation advan- 
tages of the state and suggested that 
readers tell others about Florida for 
summer vacations. On June 6 the 
campaign was formally launched. 
Space in 88 newspapers was used 
and when half-page copy was not 
ordered, ten smaller “spot” adver- 
tisements were inserted so that the 
campaign was kept before the public 
daily. Cartoons were also utilized. 

The theme was carried further in 
programs from six radio stations, 
some carrying two programs daily. 
More than 100 posters, 5,000 window 
cards, street car posters, rubber 
stamps on company bills, special 
meter mailing dies, and a spectacu- 
lar sign on the causeway between 
Miami and Miami Beach were 
pressed into service. Scores of pub- 
licity stories were released. 


Won Popular Acclaim 


The campaign drew enthusiastic 
support from other agencies. Radio 
commentators lauded the movement 
and newspapers co-operated, some of 


them using the slogan, “Send a 
Summer-gram,” in place of the cus- 
tomary dashes’ between _ stories. 


Chambers of Commerce urged the 
sending of Summer-grams to adver- 
tise local items of interest, special 
events and celebrations. Four large 
department stores in Miami installed 
mailing tables where cards could be 
addressed. 

Original orders for Summer-grams 
had to be repeated several times un- 
til 197,000 of the cards were printed. 

Whatever the result in increased 
summer business, the company did 
succeed in enlisting public support 
in a good will project and coming 
into direct contact with its custom- 
ers in work in which both were 
interested. 


“American’s” Record 


To show its school and college 
bureau record for the first six 
months of 1937 compared to the 
same period of 1936, the Chicago 
“vening American has issued a pro- 
motion piece with parts of a phono- 
graph record glued to the paper and 
headed “We Made a Record in May. 
We Broke It in June.” 


New “Journal” Press 


The Milwaukee Journal has _in- 
stalled a new multicolor printing 
press 40 feet long with two decks of 
eight cylinders, manufactured by R 
Hoe & Co., Inc., New York. New plate 
making and stereotype equipment 
has also been installed, permitting 
-he paper to run off its own comic 
page and screen and radio magazine. 


Frantz with Express 


Alfred A. Frantz, formerly secre- 
tary of the Institute of Foreign 
Travel, New York, has been ap- 
pointed to handle publicity and edu- 
cational service of American Express 
Company. 


Nickel to Woodall 


Edwin A. Nickel, formerly sales 
promotion manager of Hygrade Syl- 
vania Corporation, New York, has 
joined W. P. Woodall Company, New 
York, mail advertising and selling, 
as sales manager. 


Machine Maker 


Plans Campaign 
for Doughnuts 


New York, Aug. 10.—Starting Sept. 
19, Doughnut Corporation of Amer- 
ica, Ellicott City, Md., will start its 
first national advertising campaign 
through Maxon, Inc., New York, re- 
cently appointed agency. Full-page, 
color insertions in The American 
Weekly and The Saturday Evening 
Post will be the backbone of the 
drive, supplemented by smaller 
black-and-white space in Sunday 
newspapers of 15 cities. 

Appeals will be made to taste, 
health and “smartness.” To promote 
doughnuts as a food “served on the 
best tables,” copy will associate them 
with people in good circumstances. 


Standards Are Set 


A seal of approval has been de- 
signed for use on packages and in 
displays. All doughnuts, regardless 
of price, will be eligible to carry the 
seal if they meet Doughnut Corpora- 
tion’s “standard of quality.” Display 
and point-of-purchase material is be- 
ing distributed to bakers free. An 
amount equal to 50 per cent of the 


media appropriation will be spent to 
merchandise the campaign to bakers. 
A 32-page booklet, stickers carrying 
the “Tested Quality Seal,” truck post 
ers, buttonhole badges, flasher signs, 
and window cards are among the 
merchandising services provided. 
Mats for local newspaper campaigns, 
and radio scripts for local broadcasts 
are also being prepared for bakers. 

Doughnut Corporation is not a 
manufacturer of finished doughnuts, 
but is a producer of a_ prepared 
doughnut flour, and manufacturer 
of a doughnut cutting machine. 


Peach Growers Plan 
Industry Campaign 


Peach growers and canners of Cali- 
fornia are planning an industry ad- 
vertising program under auspices of 
the state department of agriculture. 

An assessment ranging from $1 to 
$1.50 per ton which would raise an 
advertising fund of between $250,000 
and $400,000 is being considered. 


Parry in New Post 

Don Parry, formerly account ex- 
ecutive of Wilson & Haight, Inc., 
Hartford, Conn., has been appointed 
supervisor of advertising of Hartford 
Electric Light Company and Con- 
necticut Power Company, serving 
New London, Stamford, Middletown, 
Manchester and other Connecticut 
towns. 


a 
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Here’s a message of real interest for National 
Advertisers. Statistics show that 62 National 
Advertisers used WTIC for spot radio pro- 
grams during the first quarter of 1937, giv- 
ing WTIC sixth place in America. Statistics 
also show that these National Advertisers 
secured an average of 149% more coverage in 
the Hartford market than those using the 
No wonder sales minded 
advertisers are placing more and more pro- 


second station. 


grams with WTIC. 


24% more families own radios in the Hart- 
ford market than in the country at large. 
Equally important, Government figures show 
that the WTIC market of Connecticut, 
western New York, eastern Massachusetts, 
Vermont and New Hampshire has 15% more 
spendable income, 23% more retail sales, 
and 50% more food sales per capita than the 
national average. That’s why smart adver- 
tisers are cultivating the close to 4,000,000 
rich and easily reached prospects in WTIC’s 


primary and secondary coverage areas. 


Write today for our new 32 page brochure giving 
full details on the Ross Federal Survey and 
facts about the WTIC billion dollar market. 


Paul W. Morency, General Manager 


WTI 


The Travelers Broadcasting Service Corporation » 


50,000 WATTS 
HARTFORD, 


Member NBC Red Network and Yankee Network 


James F. Clancy, Business Manager 


CONN. 


National Representatives—Weed & Company 


Chicago 


Detroit 


New York 
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BOOM IN AIR 
CONDITIONING 
STARTS CYCLE 


Creates Huge Demand for 
Water Facilities 


New York, Aug. 10.—Just as devel- 
opment of automobiles created an in- 
sistent demand for adequate high- 
ways which has not yet been sati- 
ated, the boom in air conditioning is 
having its repercussions in such dis- 
tant fields as waterworks and sew- 
erage. 

Citing a phenomenal increase in 
the installation of air conditioning 
systems, which rose 1,400 per cent 
from January, 1933, through Decem- 
ber, 1936, a report of the Bureau of 
Foreign and Domestic Commerce pre- 
dicts either a radical curtailment of 
installations, owing to a growing 
shortage of available water to oper- 
ate the systems, or a tremendous 


- PHOTOS| 


tt 


STOCK 


® Thousands of ready-to-use 
illustrations, on all subjects, 
are available for your inspec- 
tion. Write, wire or phone.. 


KAUFMANN & FABRY CO. 
425 S. Wabash Ave.®Chicago 
PHONE HARRISON 3135 


boom in the water-works and sani- 
tary-works equipment and building 
fields to relieve the present shortage. 

With conditions differing accord- 
ing to cities rather than regions, the 
report, entitled, “Effect of City 
Water and Sewerage Facilities on the 
Market for Air Conditioning Equip- 
ment,” indicates that the country will 
see a combination of these remedies 
tried within the immediate future 
and asserts that 38 cities have al- 
ready announced their intention to 
restrict air conditioning installations 
pending enlargement of their water 
supply facilities. 

“Manufacturers of air conditioning 
equipment must consider sales in 
each metropolitan center as an indi- 
vidual problem,” the report states, 
“since temperature, water supply, 
and costs of operation cause great 
difference.” 

Among the factors affecting water 
supply are inadequate storage, pump- 
ing, treating and disposal. In the 
Chicago loop district, for example, an 
overtaxed sewer system is said to be 
impeding air conditioning sales. 
Other cities, such as Atlanta, Chat- 
tanooga, Dallas, St. Paul, South Bend, 
Scranton, Pa., and Columbus, O., 
are said to be operating their water 
systems up to 100 per cent of capac- 
ity and a number of other important 
centers to be using 75 to 96 per cent 
of their water capacities. 

Chicago is reported as using more 
water than any other city per capita 
and Fall River, Mass., the least. 


Demand for Water 


“Present air conditioning equip- 
ment of the country, running on a 
12-month, 24-hour-a-day basis, has a 
potential water demand,” the report 
estimates, “of more than 700,000,000,- 
000 gallons of water annually, or ap- 
proximately one-half as much water 
as was used by all of the cities in the 
United States of 100,000 population 
and over in 1936.” 

It points out that lack of exhaus- 
tive statistics on actual use, how- 
ever, may cause air conditioning ap- 
paratus to be blamed unduly for water 
shortage and the market for further 
installations to become limited “by 
a situation caused by some other 
condition.” 

The study has considerable value 
“to manufacturers marketing water 
works and sanitary equipment,” it 
is pointed out, “as a backlog of data 
which may be a guide to sources of 
future business.” 


ADVERTISING IS 
SEEKING WIDER 
NEW HORIZONS 


Sells Ideas As Well as Prod- 
ucts, Says McKeehan 


New York, Aug. 10.—New and 
broader horizons for advertising were 
pictured here this week by William 
C. McKeehan, Jr., vice-president, J. 
Walter Thompson Company, who 
spotlighted the opportunities that in- 
dustry offers advertising today in 
selling worthy principles and ideas 
as well as products. 

Discussing the “new era in public 
relations” in the current issue of the 
agency’s monthly bulletin, People, 
Mr. McKeehan called attention to the 
fact that “advertising can not only 
influence people to buy products, but 
can influence their thinking on any 
subject” as well. 

“Already we have seen advertising 
called upon to assume a major role 
in explaining companies to the pub- 
lic,” he said. “Not in terms of pro- 
moting company products or serv- 
ices, but in terms involving the men- 
tal attitude of people in general 
toward a business enterprise. A well 
known brewery, for example, lists its 
purchases of raw materials, shows 
how it keeps many people at work, 
explains its contributions in federal 
and state taxes. 


New Jobs Being Done 


“A large milk company tells the 
public, through advertising, how 
much of its revenue goes to pay 
the farmer—how only a spoonful of 
each quart of milk represents the 
milk distributing company’s profit. 
A steel company reminds us, in pic- 
tures, how it helped make possible 
the first railroad, broaden our fron- 
tiers. A motor manufacturer drama- 
tizes the improvements that led to 
the safety, economy and efficiency 
of today’s automobile and its decline 
in cost to the consumer. 

“A prominent grocery chain ex- 
plains its relationship with the 
farmer, reveals the part its stores 


50 East 42nd Street 
New York City, N. Y. 
Telephone Vanderbilt 3-8757 


Bell Building 
307 N. Michigan Ave.. 
Chicago, Jl. 


Telephone Central 0937 


The 


Magazine 


announces the appoint- 
ment of BASSLER and 
WEED CoO. as its 


western representatives 


THE ELKS MAGAZINE 


500,000 Men A. B.C. 
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founding and the 350th anniversary 


Garrett, president, Garrett & Co., Brooklyn, last week. 
Mr. Garrett's 59th year with the company, 102nd anniversary of the company's 


ee 


GARRETT CUP FILLED TO OVERFLOWING 


A loving cup, filled with orders aggregating $500,000, was presented to Paul 


The occasion marked 


of the birth of Virginia Dare wine. 


play in stimulating the sale of farm 
products. A telephone company 
stages ‘open house’ for customers, 
parades an institutional cavalcade, 
serves tea. A large insurance com- 
pany uses national magazines to fight 
tuberculosis. 

“Industry is realizing more and 
more that, in addition to the major 
job of selling products, it must sell 
itself to the general public, build 
good will and confidence as a result 
of better public understanding of 
what business really is and how it 
operates. Industry is asking adver- 
tising to do this job.” 


Selling the Employes 


Industry’s acceptance of its “social 
responsibility” has been accelerated 
by labor troubles, stockholders’ mis- 
apprehensions and dealer problems, 
Mr. McKeehan said. Listing numer- 
ous assignments that advertising has 
undertaken in its new field of activ- 
ity, Mr. McKeehan mentioned an 
agency which had taken a three-year 
study of a great research institute, 
analyzed it and reduced it to a com- 
mon denominator, thereby making it 
intelligible and helpful to the public; 
an agency which solved the problem 
of a great milling company whose 
employes were woefully ignorant of 
their employer’s problems by compil- 
ing an ABC primer of business which 
featured cartoon posters, graphic and 
pictorial material on the factory’s 
bulletin boards; commercial motion 
pictures, guided by merchandising 
minds, that build new and detailed 
concepts of business, carrying a mod- 
ern message of good will and service. 

“Today nobody can build a fence 
around the advertising ‘profession, 
label it the industry of product-sell- 
ing and say, ‘stay there,’” he as- 
serted. ‘‘Because it won’t stay there. 
Too many new and important jobs to 
be done have appeared on the busi- 
ness horizon, jobs dealing with the 
impressions, reactions and points of 
view of all people; people from all 
walks of life, in all income groups; 
people of all classes and descrip- 
tions; people to be influenced, per- 
suaded and informed. People who 
are eager to know the ‘inside’ on al- 
most everything.” 


Adopts Sales Tax 

City council of Charleston, W. Va., 
has re-adopted the gross sales tax 
ordinance under which retailers will 
pay one-tenth of one per cent on 
gross sales, and wholesalers one- 
twentieth of one per cent. The ordi- 
nance will be in effect for two years. 


G arbor to Koch 


Lawrence F. Gerber has resigned 
as vice-president of American Elec- 
trotype Company to join Koch Bros., 
Inc., Milwaukee agency, as contact 
and service man. He was formerly 
with Burns-Hall Advertising Agency, 
Milwaukee. 


“Journal” Raises Rates 


Plumbing and Heating Trade Jour- 
nal, New York, has issued a new rate 
card, effective Oct. 1. Contracts 
signed before Oct. 1 will be given the 
benefit of the present rates for the 


first six months of 1938. 


Safety Razors 


and Cigars Are 
Sold as Unit 


New York, Aug. 10.—The common 
interest of men in smoking and shav- 
ing is being put to test through spe- 
cial combination offers of razor 
blades and cigars, the smoking of 
which is still considered to be a 
strictly masculine prerogative, the 
latest offer of the kind being that 
currently made by American Cigar 
Company for Cremo cigars and Pro- 
bak Jr. blades, the latter the product 
of Gillette Safety Razor Company, 


Boston, 
In this offer, made _ available 
through 500,000 cigar outlet stores 


for 60 days, three Cremo cigars and 
four Probak Jr. blades, the combina- 
tion normally selling for 20 cents, 
become purchasable for 15 cents. It 
is stated that exploitation of the 
offer is in the hands of the cigar 
company, which bought the blades 
from the Gillette company, and is 
confining its efforts to providing dis- 
tribution of the sets and of counter 
and window display material. Con- 
siderable amount of retail advertis- 
ing of the deal, however, is reported 
being done by chain stores. The com- 
pany indicated that the offer is prov- 
ing “tremendously popular.” 

A somewhat similar combination 
offer for King Edward cigars and 
Segal blades was reported in ADVER- 
TISING AGE Of July 26. 


Kellogg in Football 


Station WBBM, Chicago, will 
broadcast the entire football schedule 
of Northwestern University under 
sponsorship of the Kellogg Com- 
pany, Battle Creek, Mich., for its 
corn flakes. 


FRONT DOOR 


CIRCULATION 


At 5 o’clock any evening you'll 
find the Elizabeth Daily Journal 
on the door step or in 90% of 
the homes in Elizabeth. Net 
paid circulation in March was 
28,558. 


Elizabeth Daily Journal has the 
largest circulation of any paper 
in Union County. 


Elizabeth Daily Journal 


Only Daily Poper in Elizabeth, N. J. 


Represented by 
CHAS. H. EDDY CO., Inc. 
New York Boston Chicago Atlanta 
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Unions Active 
in Maintaining 


High Mark- Ups 


Milwaukee, Wis., Aug. 12.—Since 
expiration of the Wisconsin Recovery 
Act July 25, unions in several indus- 
tries here have sought to enforce 
consumer prices which existed under 
the codes for these industries. 

Among them are the Cleaners’ and 
Dyers’ union, Journeymen Barbers’ 
union, Local 50; Auto Truck Drivers’ 
union, Local 200; Coal and Ice Driv- 
ers’ and Helpers’ union, and the 
Liquor Salesmen, Bottle and Bever- 
ize Employes’ union, Local 245. 

An agreement recently signed by 
the latter with the Wisconsin Whole- 
sale Liquor Dealers’ association pro- 
vides that wholesalers must add at 
least 20 per cent to the cost of goods 
to them, with salesmen receiving half 
of the profit resulting from the mark- 
up. Wholesalers refusing to enforce 
price contracts have been picketed. 


Retain $10 Ice 


The Coal and Ice Drivers’ union is 
helping manufacturers maintain a 
retail price of $10 a ton for ice this 
summer as against $8 last summer. 
This increase was necessary to meet 
the wage increase granted the union. 

A hearing is pending in circuit 
court here on a petition by Harry’s 
Express seeking a temporary injunc- 
tion against picketing by the auto 
truck drivers’ union and involving 
legality of efforts to enforce furniture 
moving rates by union contracts. 

Several Milwaukee barbers who 
have reduced their prices from 50 to 
35 cents since the expiration of their 
code have suffered broken windows. 


United Cigar Stores 


Are Reorganized 


United Cigar Stores Company of 
America and its real estate holding 
company, Cigar Stores Holding, Ine., 
have been reorganized as the United 
Cigar- Whelan Stores Company of 
America, with Allen L. Woodworth, 
formerly with Socony-Vacuum Oil 
Company, as president. 

The chain includes 1,100 United 
stores and agencies and 400 Whelan 
drug stores and on 


Warren » 


Lists Fall Schedule 


Warren Telechron Company, Ash- 
land, Mass., maker of self-starting 
synchronous electric clocks, will use 
(‘ood Housekeeping, House & Garden, 
Life and The Saturday Evening Post 
for its fall campaign, 

The company will run a four-color 
page in a December issue of the Post 
and will also use business publica- 
tions. N. W. Ayer & Son, Inec., Phila- 
delphia, is in charge. 


Hupp Makes Changes 


Robert Bruce has been appointed 
organization director of Hupp Moto1 
Car Corporation, Detroit, in charge 
of sales and distribution analysis. He 
was formerly general manager of 
Hupmobile Michigan Sales Corpora- 
tion. Morton J. Crooks, for the past 
year with Covered Wagon Company, 
Mt. Clemens, Mich., and previously 
with Hupp, has rejoined Hupp as di- 
rector of distribution. 


“Stage” Adds Three 


Ntage has announced the appoint- 
nent of Robert D. MeCoun, Robert J. 
Nelms and William M. Richardson to 
its advertising staff. Mr. Nelms was 
‘ormerly with Literary Digest and 
Mr. Richardson with Harper’s Bazaar. 
\Ilr MeCoun has been connected with 
‘he research staff of Stage. 


KRUEGER TRADE-MARK COMES TO LIFE IN NEW SPECTACULAR 


ae 
a ee peril 


Gov. Hoffman, of New Jersey, threw the switch which brought the trade-mark of G. Krueger Brew- 
ing Company, Newark, to life atop the Broad Theater. The spectacular, designed by United Adver- 
tising Corporation, Newark, is 57 feet high, 50 wide. 


— 


Morning and 


Sunday Papers 
Pass ’29 Mark 


Washington, D. C., Aug. 12.—Circu- 
lations of both morning and Sunday 
newspapers passed the 1929 peak in 
1935, according to a report released 
today by the Bureau of the Census, 
supplementing earlier figures on the 
printing and publishing industries. 

In 1929, 459 morning newspapers 
had an aggregate circulation of 15,- 
741,769, according to the report. Se- 
vere losses were sustained in 1931 
and 1933, but in 1935 circulations 
reached 15,983,996. The number of 
morning papers in 1935 was 464. 

In 1929, circulations of 578 Sunday 
newspapers amounted to 29,011,648. 
They, too, declined during the next 
two census periods, but regained all 
losses in 1935, with aggregate circu- 
lations of 29,196,006. Sunday news- 
papers fell to 523 in 1935 

Evening newspaper circulation 
failed to reach the 1929 apex in 1935, 
due probably to the smaller number 
in existence. The 1,627 evening 
newspapers published in 1929 had 
dwindled to 1,573, a net loss of 54, in 
1935. Circulations were 26,273,692 in 
1929 and 24,886,550 in 1935. 


Singing Lady 
Adds Sabbath 
MBS Program 


Battle Creek, Mich., Aug. 12.—Sing- 
ing Lady broadcasts, just announced 
by the Kellogg Company, call for the 
presentation of this popular juvenile 
radio series over two networks. The 
current series, heard over the NBC 
Blue network Mondays through 
Thursdays from 5:30 to 5:45 p. m. 
EDST, will be continued without 
change, and, in addition, beginning 
Oct. 3, a half-hour program will be 
broadcast each Sunday from 5 to 
5:30 p. m. EDST over three Mu- 
tual stations: WOR, Newark; WLW, 
Cincinnati, and WGN, Chicago. The 
last-named also picks up the week- 
day programs. 

In the half-hour Sunday broadcasts, 
Ireene Wicker will be assisted by a 
dramatic cast, a chorus and a small 
orchestra. She plans to adapt operas 
and operettas for her young listen- 
ers, beside presenting original musi- 
cal plays. 

N. W. 
agency. 


Ayer & Son, Ine. is the 


Dealey A oniiiis SNPA 


Apprentice Committee 


Ted Dealey, vice-president, Dallas 
News and Journal, and president, 
Southern Newspaper Publishers As- 
sociation, has appointed a_ special 
committee to investigate apprentice 
training in all departments of the 
daily newspaper, in accordance with 
a resolution adopted at the SNPA 
convention. 

E. C. Davis, Enterprise and Jour- 
nal, Beaumont, Tex., is chairman, 
with Walter C. Johnson, Chattanooga 
News, vice-chairman. Other members 
include J. L. Horne, Jr., Telegram, 
Rocky Mount, N. C.; J. S. Mims, 
Tampa Tribune, and R. F. Hudson 
Montgomery Advertiser. 


Photofiles Bows 


Photofiles, new type of stock pic- 
ture service, has been introduced by 
Lane Publishing Company, Chicago. 
Jack Taylor, Taylor-Boris Studios, 


compiled and edited the new service 


room eae house requires about 
a porns of good paint in _ 


NATI IONAL REAL ESTATE JOURNAL 


139 N. CLARK ST., CHICAGO 


ABC> ABP 


NEW YORK, 60 EAST 42nd ST 


than 
adve 


THIS 


part 
and 
chan 


THE 


CHICAGO AREA 


There are one million homes, 
twenty-five hundred drug stores 
and four thousand grocers 


AND 


WE CONTACT 
ALL OF THEM 


There are millions of men and 
women 
more directly and effectively by 
house to house delivery of 
samples, booklets and circulars 


who can be reached 


by any other means of 
rtising. 


SUCCESSFUL MEDIUM 


has other advantages. The ad- 
vertising can be confined to spe- 
cific areas where merchants can 
be contacted for co-operation; 
products can be offered for ap- 
proval: the cost of advertising 
can be lowered. 


WE WILL DELIVER 


samples, booklets or circulars 
by uniformed carriers, to all or 


of the one million homes, 
we will solicit the mer- 
ts’ co-operation—will place 


display matter if desired. 


A TYPICAL DISTRIBUTOR 
Employed By 


CHICAGO CIRCULAR 
ADVERTISING SERVICE, INC. 


417 So. Green St., Chicago 


Distributors of Samples, 
Booklets and Circulars 


Membership in the E.D.A. is a Guarantee 
of Service 


We have represen- 
tatives in many 
cities, and shall be 
glad to discuss a 
plan for benefits 
in common. 
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SCHOOL SPELLS 
SPIRITED COPY 
FOR INGERSOLL 


Waterbury, Conn., Aug. 12.— The 
Ingersoll- Waterbury Company will 


set in motion its largest advertising 
campaign in recent years with inser- 
tions in Labor Day issues of national] 
publications. At the same time it 
will institute a special campaign in 
Collier's featuring Ingersoll - Water- 
bury clocks, a line recently intro. 
duced by this company which claims 
to be the oldest existing manufac- 
turer of low-priced watches. Federal 
Advertising Agency, New York, is in 
charge. 

Approximately 50 magazines in the 
general, popular fiction, thrilling fic- 
tion, farm, and juvenile fields will be 
used to advertise its line of watches 
and elaborate point-of-sale material, 
closely keyed to individual advertise- 
ments, will be made available to job- 
bers’ salesmen and to dealers. This 
material will include window dis- 
play reproductions of each advertise- 
ment. Business publications in drug, 
jewelry and hardware fields will be 
extensively used to merchandise the 
national advertising. The entire 
campaign will be highlighted through 
copy appearing in Liberty, Life and 
The Saturday Evening Post. 

With the campaign divided into 
three phases, the first series will be 


In Atlanta 
THEY LISTEN TO 


—WATL 


—e, 


MAGAZINES ON SCHEDULE ARE GLORIFIED AT INGERSOLL SALES CONVENTION 


Ingersoll-Waterbury Company impressed salesmen with its wide magazine coverage with a 25-foot portfolio at its recent sales gatherings. 


built around a back - to - work - and- 
school theme, which is expected to 
interest some 81,000,000 persons to 
whom the knowledge of the correct 
time will suddenly become a matter 
of major consequence. This series 
will be followed with copy featuring 
company and brand names and will 
be followed, in turn, with appeals to 
the holiday gift trade. ‘mphasis 


curved wrist watch which, 


bracket. 


are your market 


OUTSIDE OF DETROIT 


Michigan population, outside of Detroit, is concentrated 


in that section of the state 
Michigan Newspapers. 
(300,000 copies... 97144% 
Michigan market outside of 
igan Newspaper covers an 


Booth 


covered by the eight Booth 
circulation 
home delivered) covers your 
Detroit. Each Booth Mich- 


important key market com- 


Newspaper 


pletely at one-paper cost. For further information call or 


write Il. A. Klein, 50 E. 42nd 
Lutz, 435 N. Michigan Avem 


ASK FOR THIS FREE BOOK 


COVERED COMPLETELY BY » 


Grand Rapids Press 
Saginaw News 
Jackson Citizen Patriot 


Bay City Times 


Street, New York, or John E. 
1e, Chicago. 


Flint Journal 
Kalamazoo Gazette 
Muskegon Chronicle 
Ann Arbor News 


GREAT MARKETS 
GREAT NEWSPAPERS 


will be placed throughout the series 
on the comparative values of Inger- 
soll watches, with copy pointing to 
the new Rist-Arch model, a jeweled, 
selling 
for $3.95, is said to be the first of 
its type ever retailed in that price 


Stewart-Warner 
Puts Emphasis 
on Radio Line 


Chicago, Aug. 11.—A _ national 
radio show and an intensified pro- 
gram of distributor co-operative 


newspaper copy will be major fac- 
tors in the drive launched by Stew- 
art-Warner Corporation for its 1938 
radios, with chief emphasis to be 
placed on the new “Magic Keyboard,” 
according to details of the campaign 
outlined last week by Fred Cross, 
advertising manager, to distributors 
here. 

A ready-made audience will be on 
hand for the debut of the radio show 
Aug. 23, inasmuch as it will star 


diers,” long used by the company in 
promotion for the lubricant. Radios 
were given some promotion on this 
show last fall, Mr. Cross said, but 
this season marks the first time the 
company has scheduled a program 
for radios alone. 


Heidt in Command 


On the air weekly over a coast-to 
coast network of 43 CBS stations, 
Heidt will continue with the Alemite 
program, devoting alternate weeks 
to each promotion. Mr. Cross said 
that Heidt will be largely responsi- 
ble for the commercials in the radio 
show and that they will come as 
personal testimonials from him as 
contrasted to the customary com- 
mercials of regular announcers. The 


show will continue through Decem- 
ber. 
Convention sales to distributors 


were 300 per cent higher than in any 
previous year, Mr. Cross added, in- 
dicating a substantial increase in 
copy to be placed by them. The 
company’s allowance for this phase 
of the campaign is based on number 
of sets sold. 


“Teaser’’ Copy Appears 


Brief “teaser” copy, appearing for 
the past months in radio publica- 
tions, was to be followed this week 
by a 21-page color section in Radio 
Today, describing the complete line. 
Similar insertions of four-page size 
are scheduled for other radio maga- 
zines. 

The “Magic Keyboard,” highlight- 
ed this season as the chief technical 
improvement in the line, was de- 
scribed by Mr. Cross as a device 
which would make _ obsolete any 
previous model in the same _ price 
range. It automatically tunes the 
set to any one of 15 pre-determined 
stations, directly and instantly, with 


full tone and volume control, by 
pressing one of 15 buttons. 

Hays McFarland & (Co., Chi- 
cago, is the advertising agency for 


Stewart-Warner. with Allen B. Dicus 
as account executive. 


Horace Heidt and his “Alemite Briga- 


Dealers Co-operate 
in Picture Copy 


Twelve Fall River, Mass., business 
houses co-operated in placing a full- 
page advertisement in the Fall River 
Herald News which featured indi- 
vidual photographs of the establish- 
ments and personnel. 

Capitalizing upon the attention 
value of the photographs were cap- 
tions emphasizing the reputation and 
service features of each company. 


“Modern Plastics” 


Announces Contest 


Modern Plastics, New York, has an- 
nounced its second competition to 
run to Sept. 15. All entries are lim- 
ited to plastic applications designed 
or marketed since Aug. 1, 1936. 

Classifications in which entries 
may be made are industrial, scien- 
tific, style and decoration. 


“True Story” on 


Pinkham Schedule 


The fall schedule of Lydia E. Pink- 
ham Medicine Company, Lynn, Mass., 
includes True Story, which has been 
used regularly by Pinkham. 

This magazine was omitted from 
the list printed last week. Erwin, 
Wasey & Co., New York, is in charge. 


Pontiac Show Returns 


“Varsity Show,” sponsored by the 
Pontiac Motor division of General 
Motors Sales Corporation, Detroit, 
will return to the NBC-Blue network 
Oct. 1 and will be broadcast every 
Friday at 8 p. m. 


Forms Radio Company 

J. D. Wise, publisher of Times 
Dispatch, Richmond, Va., has organ- 
ized Times-Dispatch Radio Corpora- 
tion to operate a radio station. 
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APPLE GROWERS 
PLAN EXPANDED 
38 CAMPAIGNS 


Chicago, Aug. 12.—Pacing the 
promotional activity of other fruit 
and vegetable growers, apple produc- 
ers this season will profit by last 
year’s successful experiences in 
launching substantially expanded 
campaigns, according to plans out- 
lined by executives of the major co- 
operative groups today at the con- 
vention of the International Apple 
Association. 

Representatives at the forty-sec- 
ond annual conclave which drew an 
attendance of 800 from the United 
States and foreign countries, de- 
voted an entire session of the meet- 
ing to problems of advertising and 
publicity. 

Headlining this phase of the pro- 
gram, in which both consumer and 
dealer promotion were emphasized, 
were Carroll R. Miller, manager, 
Appalachian Apples, Inc., Martins- 
burg, W. Va.; and Henry S. Ortega, 
manager, New York & New England 
Apple Institute, New York. They 
were followed by James E. Klahre, 
manager, Pacific Northwest Fruits, 
Inc., Yakima, Wash.; C. E. Chase, 
manager, Washington State Apples, 
Inc., Wenatchee, Wash., and Robert 
L. Berner, Robert L. Berner Com- 
pany, Chicago. 

Getting the grocer to “do right 
by our apples,’”’ was stressed by Mr. 
Miller as an essential phase of the 
apple advertising program. “We 
must show the grocer,” he said, 
“that there is more profit in good 
apples than bad.” 

It was pointed out that while 
apples may not contribute as large 
a margin of profit as other fruits, 
neither are they so easily subject 
to spoilage. Copy directed at retail- 
ers must emphasize this fact, Mr. 
Miller declared. 


Increase Key Cities 


The number of cities in which Ap- 
palachian Apples will concentrate 
its forthcoming campaign has been 
increased from eight to 20, he added. 
The program will include grocer or- 
ganization, the expanded use of 
newspaper copy, plus radio advertis- 
ing in test cities. 

Typical of the general increase in 
appropriations was Mr. Miller’s re- 
port that the Appalachian campaign 
would cover three months this sea- 
son, instead of three weeks as in 
the last. First copy will appear ap- 
proximately Oct. 15. 

In outlining the work done by his 
association, Mr. Ortega said, “Our 
plan is to make grocers feel that we 
are not only trying to sell apples, 
but that we are interested in help- 
ing them to sell other products 
which are profitable and which can 
be used with our fruit.” 

Apple advertising copy, he added, 


a] 


Answers To Your Questions | | 


About Winter Air Conditioning Hil 


SELLING IT? 


* 
IN WHAT KIND OF HOMES 
IS IT BEING INSTALLED, NEW OR OLD? 


e 
WHAT TYPE OF FIRING EQUIP- 
MENT IS BEING USED? 


ELL informed sales managers 
call it most accurate 1937 
analysis. A survey of 31 air 


conditioning markets. 


Send for your copy of this valuable 
free book today. 


“AIR CONDITIONING” 
232 MadisonAve. New York, N.Y. 


TURNS SALESWOMAN 


stylist, Leola 


several 
Woodbury has joined Sarra, Inc., Chi- 
cago, photographer, as a saleswoman. 


After years as 


should confine itself to a fair pro- 
motion of one brand and should not 
attempt to “knock” the apples from 
other sections. 

Pacific Northwest Fruits will de- 
vote practically all its appropriation 
to indirect consumer copy, Mr. 
Klahre reported. He explained that 


this would consist of advertising de- 
signed to assist and stimulate the 
retailer, to provide point of sale dis- 
play that would carry out the prom- 
ises made in print. 


Labeling Important: Klahre 


Citing impulse and value con- 
sciousness as major influences in the 
buying done by the housewife, he | 
said, “We must pay more attention 
to correct labeling, cleanliness and 
fresh merchandise. Advertising fails | 
unless the grocer is on the job in 
this regard.” 

New legislation, commanding sup- 
port for advertising campaigns from 
all commercial apples grown in 
Washington, will produce an es-| 
timated $225,000 for this season’s 
budget on Washington State Apples, 
Mr. Chase said. A broader program 
this year will include use of national 
magazines, radio, posters, displays | 
and publications in the fruit grow: | 
ing field. 

Trade committees have been or- | 
ganized in key cities and reports | 
from these regional centers will aid 
in the proper direction of the cam-} 
paign, Mr. Chase added. An increase | 
in consumer copy is planned, while | 
the campaign as a whole is expected 
to benefit by continued co-operation 
of several national advertisers in the 
food field. 

Mr. Berner’s address stressed the 
“romance” possibilities in apple ad- 
vertising, which he said should be 
equally deserving of attention along 
with its health giving attributes. An- 
other point which he made was that 
of educating the portion of the pub- 
lic which had never seen or eaten 
an apple. This percentage, he point- 
ed out, was larger than is often 
realized, especially in urban areas. 


Vaughn Is Sole Head 


Arthur T. Vaughn has been ap- 
pointed to take charge of national 
sales répresentation for United Ad- 
vertising Corporation and its affili- 
ated outdoor advertising companies. 
Headquarters will be in New York. 
He has, for the past 15 years, been 
national sales representative in the 
Newark office, where he is succeeded 
by George E. Wendle. 


WCFL N. ames C. ounsel 


Station WCFL, Chicago, has ap- 
pointed Erwin, Wasey & Co., Chicago, 
as special promotion counsel. Hol- 
land Engle will be the account execu- 
tive, supervising production and pro- 
gram activities. 


MBS Sales Down 


July time sales of Mutual Broad- 
casting System amounted to $84.361, 
compared with $109,561 for July, 
1936. 


Becomes ABC Member 


The Northern Miner, Toronto, has 
been admitted to membership in 
Audit Bureau of Circulations. 1 


Petry Abandons Plan 


for Minor Stations 

Edward Petry, president, Edward 
Petry & Co., Inc., New York, radio 
representative, has announced defi- 
nite abandonment of plans for a sub- 
sidiary company to represent low- 
powered radio stations and stations 
in minor markets. 

Establishment of a second com- 
pany, he said, would necessarily 
divert the attention of the company’s 
executives from the present enter- 
prise. 


Bus Line Offers Charms 


In an attempt to make whole com- 
munities “Greyhound-minded,” Grey- 
hound Lines is distributing attrac- 
tive celluloid charms fashioned after 
the carrier’s famous’ trade-mark. 
Beaumont and Hohman, Inc., At- 
lanta, is handling the promotion in 
conjunction with special events. 


Adopts Five-Day Week 

McGraw-Hill Publishing Company, 
New York, has announced that the 
five-day week, which has been in 
effect during the summer months, 
will be continued all year. 


Dreher eins Glazo 


Monroe F. Dreher, Inc., New York. 
has been appointed by Northam War- 
ren Corporation, New York, to direct 
advertising of Glazo Manicure Prep- 
erations, effective Jan. 1. 


Magazines of 
Canada Report 
Gain in August 


Chicago, Aug. 11.—Five Canadian 
monthly magazines and one semi- 
monthly magazine carried 103,901 
lines of advertising in their August 


Canadian Home Journal ............ 
*Canadian Homes and Gardens...... 
Canadian Magazine 
Chatelaine 
+Maclean’s Magazine ........... 
Mayfair 
National Home Monthly............ 


Total group 


‘issues, a gain of 14,091 lines or 15.68 
| per cent over the 89,810 lines carried 
| by the same publications in August, 
| 1936, 
| ADVFRTISING AGE, 


according to their reports to 


Not included in this total are the 


/29,088 lines carried in the combined 
|July and August issue of Canadian 


Homes and Gardens, although the 
total does include the lineage for 
both issues of Maclean's Magazine, 
the semi-monthly reporting. 


August Lineage of Canadian Magazines 


—_———1937————__ —~—-1936-——_-— 
Pages Lines Pages Lines 
27.24 19,071 23.02 16,117 
43.16 29,088 er Dies 
10.75 7,585 16.25 11,468 
20.86 14,602 19.01 13,313 
30.78 21,550 23.42 16,398 
38.84 26,104 32.42 21,791 
21.41 14,989 15.31 10,723 
149.88 103,901 129.43 89,810 


| 
| *July and August issues combined, not included in total. 


+Semi-monthly, two issues included. 


Hennessy Advanced 


La Compagnie de Publication de 
La Presse Limitee, Montreal, has an- 
nounced the appointment of Charles 
Norman Hennessy as business and ad- 
vertising manager of Montreal La 
Presse. He was formerly assistant 
pusiness and advertising manager of 
ithe paper. 


Two Appoint Croydo 

Croydon Advertising Agency, Inc., 
New York, has been appointed to 
handle the accounts of Allied Men’s 
Jewelers Association, Inc., New York, 
and Real-Form Girdle Company. 
M. J. Middleman is account executive 
for AMJA, and Saul Kampf is in 


‘lcharge of the account for Real-Form. 


is the biggest little thing in photo engraving. 
| r, crisp printing impression is dependent on that © 
EXTRA DEPTH that we put in every plate we make. 


417 NORTH STATE STREET, CHICAGO + SUPERIOR 6716-7 
ENGRAVERS *ARTISTS* DESIGNERS 


THIS 18 A COMBINATION DEEP ETCH DOUBLE PRINT HALFTONE. 


CONCEPTION 


AND FINISHED ART BY OUR STUDIOS. — 
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peel 


Committee O. K.’s 
Radio Investigation 


Washington, D. C., Aug. 11. 

The Interstate Commerce 
Committee today recommended 
a Senate investigation of the 
broadcasting industry and its 
regulation by the Federal Com- 
munications Commission, as 
proposed by a resolution by 
Senator White, of Maine. 

The resolution charged that 
the commission had permitted 
“concentration of stations in 
some parts of the country” and 
had “failed to give equitable 
radio service to the people of 
the several states.” 


IILITI ITs ae 


A. N. A. Annual Meeting 


Scheduled for Oct. 27 


New York, Aug. 13. 


Roden, vice-president, Johnson & 


Johnson, New Brunswick, N. J., is 
chairman of the program committee 
with A. E. Tatham, Bauer & Black, 


Chicago, vice-chairman. 
A part of the 


closed to all but members and in- 
vited advertiser-guests, but the re 
mainder will be thrown open to 


agency men, publishers and others. 


“Modern Medicine” Moves 


Modern Medicine, Minneapolis, has 
moved its New York office to larger 
The 


quarters at 1 E. 42nd street. 
telephone number 
8427. 


NNB Week Sept. 26 


National Newspaper Boy Week will 
be observed Sept. 26-Oct. 2, News- 
paper Boys of America, Inc., Indian- 
apolis, has announced. 


is Vanderbilt 3- 


—————— 


Mailing Service 
Multigraphed letters filled-in equal 
to individually typewritten ones. 

ADDRESSING - MIMEOGRAPHING 


THE LETTER SHOP, Inc. 


STITT TIT) 


The Associa- 
tion of National Advertisers will hold 
its annual meeting at the Homestead, 
Hot Springs, Va., Oct. 27-30. H. W. 


meeting will be 


44° So. Dearborn St., Wabash 6655 
CHICAGO 


Retail Copy 
for Week Up 
5.4% from ’36 


first 32 


lod 


Chicago, Aug. 13.—For the 
weeks of this year, ending Aug. 7, 
retail display advertising is 5.4 per 
cent ahead of the comparable period 
of last year, according to the ADVER- 
ristnG AGE Index of Retail Activity. 

In the 79 cities measured by this 
Index, newspapers have carried a 
total of 620,806,927 lines thus far this 
year, against 588,895,508 lines for the 
comparable period of last year, a 
gain of 31,911,419 lines. 

During the seven-day period ended 
Aug. 7, a total of 17,578,634 lines 
were reported for the measured cities 
against 16,969,718 lines for the cor 
responding period of last year, a gain 
of 3.6 per cent. 

Gains have been shown in 26 of 
the first 32 weeks of this year accord 
ing to the following table of weekly 
gain or loss for each week over last 


vear: 

NS ae eae sera ne eee — 5.8 
ee ack esas eeeeae + 8.5 
20 oc ess eae Woe eeeues + 4.0 
I a cave aera a + 4.2 
ree ee oe Ce + 65.8 
ES Bre rere ree + 8.5 
0 SS) re or ee + 6.9 
err 2 . os sane ee oes ease +16.6 
OS Per err rere cere + 8.3 
eR srr eer +11.5 
nce ae RaW we REO +12.0 
OD 2s Ge sislgae ence eue eke +12.9 
SE. errs hd re yee + 7.9 
i Serre se eet ne — 7.3 
ME inns Kinet SRE RAM MRD ENS + 0.9 
OF 5 ee ere ar ree +11.5 
Ne SEER TURE TTT re ea + 8.2 
OD, ree re oer rr rarer + 0.6 
SE Re er re er er + 8.9 
May | Saree er ee ee ene eae + 4.7 
OS 2 rereneninwe sy erg grace are + 3.9 
RCC ac aox ee caiw wae bodes a eee +19.2 
DR, A. (od ede one ee wR ee — 5.1 
SRE MR aes nS ts iat eh er et + 6.0 
ROE Siccvacsrhheskas she eae — 1.2 
OO Ee ee renee eee ee + 1.2 
July eee gue eal ahead autre! ocara em +18.7 
Serre sey Perr te — 7.1 
ee ES sea 2A ae pie aS eee ns Re ES +15.9 
ae. EPO nr er rer eee ae ee + 3.3 
| RS errr ree eee — 0.2 
a eee rN rere ye rere + 3.6 


Detailed tabulations for each of the 
79 major cities included in the Index 
appear in the tabulation on this page. 


dinary industrial diversity 


nation’s most stable markets. 


industries. 


nation. 


Worcester boasts the largest 
the world; designed and built 
gears 16 feet in diameter. U. 


design, mounted on long poles. 


tures requiring highly skilled 
busy at good wages. 
of the most solidly prosperous 


the easiest to cultivate. 


cover more than 85 


New York, Chicago, Detroit, Boston, 


Worcester, Massachusetts 


Grinders for Grinders 


Let your next visit to your dentist be a reminder of the extraor- 
that 
The city is world-famous as the 
home of grinding wheels and grinding machinery used in giant 


It also manufactures those tiny grinding discs used 
by dentists to smooth and polish the teeth of the 


dusted out after firing by Worcester-made brushes of special 


Wide diversification of industries—preponderance of manufac- 


As a result the Worcester Market is one 


Through the Telegram-Gazette alone advertisers may 
per cent 
Worcester and throughout the average 18-mile retail 
trading zone (population 433,000) which every day 
receive a Borcester daily paper. 


Average net paid daily circulation 


114,098 


THE TELEGRAM-GAZETTE 
Worcester, Massachusetts 
GEORGE F. BOOTH, Publisher 

PAUL BLOCK AND ASSOCIATES - National Representatives 


Philadelphia, San Francisco, Los 


makes Worcester one of the 


spiral gear cutting machines in 
by local craftsmen, they can cut 
S. Army coast defense guns are 


labor—keep Worcester workers 


in the nation. It is also one of 


of all homes, in 


Angeles, Cincinnati 


Index of Retail Activity in 79 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 


(Copyright, 1937, by Advertising Publications, Inc.) 


§Strikes affecting department 
*New York American 


Contract for Exhibit 


Devoe and Raynolds Company, 
New York, has contracted for 10,000 
square feet of space in the New York 
World’s Fair of 1939, it was an- 
nounced by Grover Whalen, president 
of the Fair Corporation. A building 
will be erected to house a novel ex- 
hibit. 


Agency for Craftsman 

Virginia Craftsman, Ine., New 
York, maker of American and Eng- 
lish reproductions, has appointed 
Campbel!-Lampee, Inc., New York, to 
handle its advertising. Magazines 
and direct mail will be used. 


Gets Taylor Account 
Janet Taylor, Inec., New York, has 
appointed Norman D. Waters & As- 
sociates, Inc., New York, as its ad- 
vertising agency. Charles H. Weis- 
senbach is account executive. 
Blue Moon to BBDO 
Blue Moon Cheese Products, Ince. 
Minneapolis, Minn., has appointed 
Batten, Barton, Durstine & Osborn 
New York, to handle its advertising 


tJournal and Sunday American discontinued June SX, 
tDaily Ledger discontinued June 23, 
store lineage. 
discontinued June 24, 
**Brooklyn Times-Union discontinued June 8, 


1937 


1937. 


1937 


1937 
DMAA Issues Packet 
Direct Mail Advertising Associa- 

tion, New York, has issued another 


specimen packet to its members, rep- 
resenting the newest ideas in selling. 


Each specimen carries a label ex- 
plaining why it was selected and 


pointing out unique features. 


Four A’s Names Wilkins 


Mac Wilkins, president of Mac 
Wilkins & Cole, Inc., Portland, Ore., 
has been appointed by the American 
Association of Advertising Agencies 
as a member of its national commit- 
tee on radio broadcasting. 


Rieser Re-elected 


Syl C. Rieser was re-elected man- 
aging director of the International 


Association of Display Men at the 
annual convention in Chicago last 
week. 


Decorator Appoints 
Ernest Frank & Neiman, Chicago, 
has been appointed advertising coun- 
sel by Frederick T. Rank, Ine., Chi- 
cago and Miami Beach, Fla., interior 
decorator, 


% Gain % Gain 
32-Week 2-Week 32-Week or Loss’ or Loss 
Period . Period Period 1937 1937 Week Week % Bain 
Ended Ended Ended over over Ended Ended or 

City Aug. 10, 1935 Aug. 8,1936 Aug. 7, 1937 1935 1936 Aug. 8,1936 Aug. 7, 1937 Loss 
Pe OR ied sina aw ee nea 9,311,683 9,712,169 10,303,799 +10.7 +6.1 274,358 reg hrs +, 
eee eer 3,673,159 3,898,972 4,213,657 4+14.7 18:3 137,326 102,45 25.4 
Atlanta, Ga. .........- 8,227,801 8,592,836 9,118,484 +10.8 +6.1 305,802 308,043 +0.7 
Baltimore, Md. ...... 12,284,645 13,019,186 13,870,810 +12.9 +6.5 362,486 367,277 a +7 
Birmingham, Ala..... . 6,191,010 7,000,154 7,694,204 +24.3 +9.9  _—_— 201,782 239,708 = ++ 18.8 
Boston, Mass. ...... -.. 11,872,736 — 11,902,784 11,958,196 +0.7 +0.5 346,846 323,208 = —6.8 
Bridgeport, Conn..... 5,092,480 5,311,820 5,800,268 +13.9 +9.2 158,396 173,656 +9 6 
Buffalo, N. Y........ .. 9,806,510 9,778,884 11,043,778 +12.6 +12.9 270,228 298,494 = +10.5 
Camden, N. J.......... 2,421,500 2,426,545 2,424,874 +0.1 ert 67,709 58,773 —13.2 
Cedar Rapids, Ia....... 2,814,784 3,009,468 3,161,242 +12.3 +5.0 96,810 le +1.9 
Chattanooga, Tenn..... 4,427,886. 4,168,891 3,907,265 ome 1.8 —6.3 111,102 102,85 —1.4 
Chicago, Ill. .......... 16,519,043 18,006,508 18,926,075 +14.6 +5.1 493,670 520,065 +5.3 
Cincinnati, O. ...... 9,758,982 10,084,790 10,645,625 +9.1 +5.6 269,951 296,639 +9.9 
Cleveland, 0. ...... 10,880,721 11,851,441 12,931,519 +18.8 +9.1 333,699 371,872 +11.4 
Cee Oe os | (Seeieees:. i. Salen ~ eanewhs erie a 226,143 248,226 +9.8 
Dallas, Tex. ........... 11,282,672 12,027,145 12,875,320 $14.1 +71 315,735 356,697 +12.9 
ME Rea sa a wee 8,520,764 8,086,422 9,428,134 +10.6 +16.6 209,384 237,194 $13.3 
Denver, Colo. ......... 6,157,695 6,184,178 6,235,400 1.3 +0.8 163,545 190,260 +16.3 
Des Moines, Ia......... 3,837,433 3,876,640 3,961,307 +3.2 + 2.2 124,957 128,175 + 2.6 
Detroit, Mich. ......... 12,395,465 12,731,526 13,585,497 + 9.6 +6.7 267,674 —- 368,748 = +37.8 
SN ra ai Gia cs8t 4,262,244 4,285,822 5,550,888 +30.2 +29.5 123,704 178,626 +44.4 
Evansville, Ind. ....... 7,206,878 7,915,656 7,595,714 +84 —t1 223,804 reat 6.2 
Fall River, Mass....... 1,946,280 2,102,862 2,165,455 +11.3 2.5 56,02! 57,513 +- 3.6 
Whint, BGR. ..055.sac0> 5,022,794 5,400,738 5,568,038 +10.9 +3.1 154,938 143,290 —7.5 
Fort Wayne, Ind....... 6,299,825 6,877,191 7,196,196 +14.2 + 4.6 178,990 215,572 = +20.4 
WON sc dacs 50-4 9% 3,168,470 | 3,670,043 4,528,854 +42.9 +23.4 97,104 110,082 +13.4 
Grand Rapids, Mich.... 5,378,498 5,471,452 6,454,818 +20.0 +17.9 152,222 163,786 +7.6 
Greenville, S. C........ 3,675,918 3,528,705 4,070,564 +10.7 +15.4 127,608 114,368 —10.4 
Houston, Tex. .......-. 7,809,634 8,729,701 9,872,470 +26.4 +13.1 261,240 265,062 +1.5 
Indianapolis, Ind....... 9,867,973 10,476,533 11,239,569 +13.9 +7.3 308,889 292,558 —5.3 
Jacksonville, Fla. ..... 4,745,510 5,028,674 5,501,132 +15.9 +9.4 150,976 154,280 +2.2 
Jersey City, N. J....... 1,343,715 1,477,698 1,475,752 +9.8 —0.1 30,977 29,020 —6.3 
Kansas City, Kan...... 1,317,855 1,461,747 1,623,349 + 23.2 32.1 43,092 49,896 +15.8 
Knoxville, Tenn........ 5,322,216 5,901,553 6,105,752 +14.7 +3.5 184,905 183,176 —0.9 
Little Rock, Ark....... 5,676,118 5,772,401 5,754,117 +1.4 —0.3 224,630 153,865  —31.5 
Lae OOO, Desc cscs. vhacecee 14,593,008 15,533,772 snags +6.4 443,855 479,915 +8.1 
Cee MORME. iscceescas 6,212,290 6,239,674 6,100,038 —1.8 —2.2 178,332 190,946 +7.1 
Manchester, N. H...... 2,156,971 2,137,641 2,223,792 +3.1 + 4.0 83,786 81,454 —2.8 
Memphis, Tenn. ....... 6,667,038 6,731,036 7,270,426 +9.1 + 8.0 229,726 218,120 —5.1 
Milwaukee, Wis. ...... 7,747,741 8,807,963 10,475,007 +35.2 +18.9 243,520 241,750  —0.7 
Minneapolis, Minn...... 8,432,846 9,082,750 8,965,389 +6.3 a 255,703 243,926 ae 
Moline-Rock Island.... 4,600,656 5,113,018 5,531,788 +20.2 +8.2 157,696 160,020 +1.5 
Nashville, Tenn........ 4,910,270 4,699,834 4,872,412 —.8 + 3.7 130,536 152,390 +16.7 
New Bedford, Mass.... 1,912,585 2,023,714 2,091,992 +9.4 + 3.4 61,460 63,462 +3.3 
POW MOTOR, CORR. cscs ss  x04a080 5,558,532 5,806,982 os + 4.5 159,628 160,930 +0.8 
New Orleans, La....... 10,922,285 | 11,679,704 —«:12,192,424 +11.6 +4.4 334,233 363,634 +8.8 
*New York, N. Y...... 33,586,670 37,860,509 39,684,061 +18.2 + 4.8 987,473 978,261 —0.9 
**Brooklyn, N. Y...... 4,213,303 4,113,400 4,107,812 —2.5 —0.1 84,763 95,171 +412.3 
MemONNE WE, cease kines 5,723,536 5,917,198 5,882,884 + 2.8 —0.6 187,866 193,578 +3.0 
Qewiand, Cal. ...<sss> 4,453,537 4,565,184 4,701,589 +5.6 + 2.9 126,728 140,523 +10.9 
Oklahoma City, Okla.. 6,184,269 6,690,149 7,274,682 +17.6 +8.7 167,440 202,468 +20.9 
ee et: 6,617,455 6,541,121 7,053,589 +6.6 +7.8 163,632 172,392 +5.4 
Philadelphia, Pa. ...... 16,603,272 17,013,560 18,136,362 +9.2 +6.6 423,482 $47,282 —18.0 
Phoenix, Ai... .iiass 4,446,211 4,544,498 4,467,064 + 0.5 —1.7 135,898 153,762 +13.1 
Pittsburgh, Pa. ....... 14,167,482 13,807,670 15,362,418 +8.4 {11.3 401,408 416,248 +3.7 
Portland, Ore. ........ 6,307,466 7,059,785 7,710,796 + 22.2 +9.2 192,617 244,146 +26.8 
Providence, R. 1....... 8,165,200 8,142,730 8,512,268 +4.3 + 4.5 192,617 225,600 17.1 
eT a. rere 5,881,316 5,585,142 6,548,870 +114 +17.3 154,784 185,444 +19.8 
Richmond, Va. ........ 7,044,982 7,813,092 7,942,802 +12.7 +1.7 226,030 243,922 +7.9 
+Rochester, N. Y...... 10,744,429 10,968,340 10,999,295 +2.4 +0.3 309,256 265,622 —14.1 
Sacramento, Cal. .. . 4,850,755 5,269,015 5,269,985 +8.6 ee 154,074 143,752 —6.7 
San Antonio, Tex...... 3,367,385 4,014,150 1,026,291 +-19.6 +0.3 107,751 100,170 ae 
San Diego, Cal...... .. 1,858,612 8,438,514 8,874,752 +12.9 + 5,2 303,324 303,632 +0.1 
San Francisco, Cal.. - 8,558,368 9,444,091 9,612,184 +12.3 +1.8 316,653 311,412 —1.7 
Seattle, Wash. .......- 5,855,272 6,112,816 6,223,606 +6.3 +1.8 168,910 170,380 +0.9 
South Bend, Ind....... 5,029,318 5,284,306 5,780,307 +14.9 9.4 154,954 161,219 + 4.0 
Spokane, Wash. ....... 3,947,040 4,349,167 4,727,32 +19.8 +-8.7 126,700 133,406 4-56.38 
Bt Tele, INO... ss oes ce 10,392,525 10,913,755 11,734,100 +12.9 +-7.5 264,920 293,205 +10.7 
St. Paul, Minn......... 7,131,093 7,772,367 7,327,971 + 2.8 mh .7 211,406 205,075 3.0 
Syracuse, N. Y......... 6,772,101 6,976,373 7,166,329 +5.8 +2.7 196,937 219,044 +411.2 
t§$Tacoma, Wash. ...... 3,068,613 3,752,689 3,807,357 + 24.1 +1.5 116,788 74,704 —36.0 
Tampa, Fla. .......... 3,852,058 3,605,638 3,814,892 —=0.0 +5.8 102,690 90,944 —11.4 
ONE PP inns ect. KERR. sckaea Gia riveus 4" : 205,132 240,622 +17.3 
Toronto, Ont., Can..... 12,605,039 2,086,345 12,093,605 —4.1 +0.1 280,380 261,547 —6.7 
Jit Ae ey ee aera 2,678,018 2,292,290 2,540,132 —§.8 --i08 65,100 63,616 eH 
Tulsa, Okla. .......... 5,348,462 6,086,505 5,906,496 + 10.4 =a 141,792 150,136 +5.9 
Washington, D. C...... 19,942,800 22,388,898 22,698,566 +13.8 +1.4 631,423 606,881 ontt9 
Worcester, Mass. ...... 6,983,481 7,167,750 7,393,426 +5.9 +3.1 200,774 226,837 +12.9 
Youngstown, ©. ....... 5,443,887 5,880,452 5,572,968 + 2.4 —5.2 130,830 194,562 + 48.7 
Wetal oie oxice x . 539,907,532 588,895,508 620,806,927 +-14.9 5.4 16,969,718 17,578,634 + 3.6 


AFINE HOTEL 


in the 
GRAND CENTRAL ZONE 
Opposite the Waldorf-Astoria 


Single, $4 - - - Double, $6 


Featuring two-room suites from $8 
daily. Serving Pantries, Electric Re- 
frigeration. 

> 


Special monthly and yearly rates 
e 
Excellent Restaurant 


and 


Duplex Cocktail 


Lounge 
Air-Conditioned 
Music during Cocktail and 
Dinner Hour 


Pyeverly 


125 EAST 50th ST. 
WM. A. BUESCHER, Manager 
NEW YORK 
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5 radio broadcast,” this stipulation has ® one aaertoetapeneed booklet for 
5.4 in many instances been ignored. home owners, “Heat with Bituminous 
0.7 National Association of Broadcast- Coal—the Modern Economical Way.” 
8.8 ers, National Broadcasting Company, About 150,000 have been printed. 

6.8 Columbia Broadcasting System, Mu- Any plans for a general campaign 
9.6 tual Broadcasting System, Yankee will wait on the Pittsburgh conven- 
- and Colonial networks, and the Don tion of the soft coal industry, sched- 

i .e System have joined in a letter 1d for Oc > 
1.5 ue & retbers : ot Ceres erat scil'e aK dleis Ee aa uled for October. 

7.4 warning individual stations of the John Battle, Washington represent- 

5.3 ecord companies’ move. . . . : : eae ae a. ae a 

9.9 — New 24-sheet poster of Goebel Brewing Company, Detroit, which requires little elaboration of the picture. Produced for ative of the industry, said, however, 
While the exact terms have not ’ : , i pints Se ; 

1.4 nan Ghedteed. © tenitnn eocerd Maxon, Inc., by Strobridge Lithographing Company. that advertising in architectural and 

9.8 1. = Ee —_ engineering journals probably will 

2.9 pany said today that no fee will be precede any consumer activity. He 

3 arged, but that this is no guaran-|of each radio station locally and on + : : _—? : : 
a aares : . ; . . T r rv Rug Campaign in Roto also believes that considerable intra- 
6.3 tee that a fee will not be necessary|its own merits, but rather, to put tre u ey A. & M. Karagheusian, Inc., New|; ,qust tong 
i in the future. pressure on broadcasting stations by ° York, will start a new newspaper oe “ pp Besse: io ae os " 4 
rw Transcription interests have been| attempting simultaneously and by Shows Decline * | rotogravure campaign Sept. 19, using inet properly tor a general cam- 
5.2 unable to decide on united ac-| national action to deprive them of 23 full pages. The campaign will paign. 
2.4 tion, as their interests are not|the services of union musicians, not of Independent run until Oct. 10 in New York, but Char les F. Hosford resigned as 
7.6 identical. Some organizations calling|only at the stations and by remote will terminate Oct. 3 in Chicago,|chairman of the commission this 
0.4 themselves “transcription companies” | control, but also through the medium oe nga vod tye gg = week as the result of bickering 
ft merely place time and build shows,|of electrical transcriptions, network} Akron, O., Aug. 12.—Independents a Soaiien ee anak Silas gy members, but a three-three 
10.4 but have their recording done by| programs, and phonograph records.|jn the tire marketing field are stead- , ee pe ag emg of oo oe 
1.5 others. Other companies such as| We have urged that this approach is|jjy losing ground to co-operatives, " . a ao ae oe aye oe oe © 
_ RCA confine themselves to manufac-| not a fair one.” chain stores, petroleum companies Kinston on Radio fo ne oy . 
> turing and recording alone. World| The AFM is now reported to be|and tire manufacturers’ own retail| The Chamber of Commerce of . - e- t e hanes sna olger ve was 
638 Broadcasting is the only company | working on a definite system to de-| outlets. Their share, in units, of the Kinston, N. C., is embarking = a ovagec Age wigan ae . = yo 
+ which places time, produces shows, | termine the number of regularly em-|total replacement tire market has ned i ae yim yg ek A neltcinens vPhnaa adeies = * said i 
7 records, and manufactures. Some/| ployed musicians it will see in| shrunk from 98.1 per cent in 1922 to Black and Blue. The program was nt of district boards aie the 
TA waneernes compenins emptey we — males. an rata ames biente wd cont im Dene ane to 54.8 per) placed by Earnshaw Radio Produc- yuffy-Vinson Act have also engrossed 
28 sicians, others do not. meeting among themselves, and “icent in 1936. Chain store sales}tjon, New York, and Charles Michel- din uadhieaiiiiene 
-5.1 tebenstes Gound Alaom ee ee are oe to — have grown from 0.3 per cent of|son is handling the account. , 
“0.7 urther arguments and answer fur-/total renewal tire units in 1922 to sneaks > 
~4.6 Broadcasters, meanwhile, are much | ther questions. It is generally be-|141 per cent in 1936. Tire manufac- . 
+1: concerned about the AFM’s demand | lieved, however, that the AFM will|turers’ company-owned store sales Ambrosia Uses Gravure MARKET ANALYST 
3.3 that the situation be handled on a| ot fundamentally modify its original| aye grown from 0.08 per cent of| Hinze Ambrosia, Inc., New York, Consulting, Executive for 
-0.8 ational basis. , tw demands, as reported in ADVERTISING tal volume in 1922 to 12.4 per cent, | has opened a rotogravure advertising arge Corporations 
-8.8 ae tek: letter pin es ae Ace of Aug. 2. ace pot any fon te “eb grown |C@mpaign for Ambrosia. The adver- inteiqunce Taree paneaiee 
0.9 “aun see Rng 4 9 P i . 1929 13 tising will appear for the next four _— NY 
12.3 sisabe nsists that many more mu- ~ aes bod from 0. per cent in 1929 to per} months in the Sunday rotogravure at io C. WEE aaah " 
3.0 oe be regularly employed by J. C. Ellis Named cent in 1936. sections of four New York news- » Jac’ +e ome J 
10.9 roadcasting stations. It has elected J. Clinton Ellis, formerly art direc- Division of Sales papers. 
20.9 not to follow the ordinary practice of tor, Bly Studios, New York, and Sim- — —-— —— Se = = 
Pep approaching radio stations individu-| »)icity Pattern Company, New York, . The comparative Spares ane Te- 
13.1 ally through local chapters of the} has been named art director of Pat- vealed in a survey of tire marketing Pe ial . — ree 
3.7 AFM and considering the problem|tern Fashion Syndicate, Inc. trends just completed by Professor 43 : ; - ; 
26.8 W. W. Leigh, University of Akron. . i om ¥ W H ET T E D 
17.1 _ On the basis of 28,800,000 renewal M | L L | 0 N S 0 F T R AV E L- 
ap tires sold in 1936, Prof. Leigh has <. “ ; Te 
141 computed that 996,000, or 3.3 per , ' F, ; : . é 
6.7 / cent were sold by mail-order houses; 
—7.0 9 a aC. €eé PY $1,215,000, or 14.1 per cent, by chain 
ax: stores (including mail-order house 
a retail stores); 285,000, or 1. per 

0.9 ' 
a that S what the DICK DUNKEL FOOTBALL cent, by department stores; 1,855,000 
15.3 FORECASTING SYSTEM did for Atlantic Gaso- private brand tires, or 6.2 per cent, 
10.7 : . by oil companies, and 2,025,000 stand- 

=8.0 line in 18 eastern states last year . . . (and now ard brand tires, or 6.8 per cent also 
~ . ° ° by oil companies (total 3,880,000 or 
-36.0 e , " os 
Pew yoy into third renewal) 13 per cent); 135,000, or 0.5 per cent 
17.3 by co-operatives; 3,694,000, or 12.4 
—e Fi Th Ki Ti / per cent, by company-owned stores: 
eo t AL 277,000, or 0.9 per cent, factory direct 
ar or é 1rS u é ° "? shipments and 16,318,000, or 54.8 per 

12.9 cent, by independent dealers. Inde- 
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PECORD HOUSES 
EXTEND A HAND 
TO MUSICIANS 


(Continued from Page 1) 
erty of the manufacturers. Although 
records are labeled “not licensed for 


_— 
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BEER ILLUSTRATION WHICH MAKES WORDS SUPERFLUOUS 


this successfully tested 


forecast an average of 


now available for sponsorship on local stations in 
the 30 remaining states . . . for 6 years it has 


gives the actual play status of 625 college teams 


radio sports feature is 


81.79% correct ... it 


pendents in 1935 sold 56.2 per cent 
of the market, with 61.7 per cent in 
1934. 

Thirty-seven oil companies report 
tires being sold through 41,505 out- 
lets. Six tire manufacturers have 
1,982 retail stores, while there are 
1,731 chain stores. Prof. Leigh esti- 


The Mountain 
Labors, and a 


Mouse Is Born 


Washington, D. C., Aug. 12.—While 
the National Bituminous Coal Com- 
mission has been too busy with in- 
ternal troubles to devote much at- 
tention to advertising, it has made 
a gesture in that direction by issuing 


. .. and over 200 games played EACH WEEK. 


A Whale of A Selling Job! 


is what it will do for your sponsor—just as it has 
for Atlantic. (Ask them!) 


Because their purchases are 
made far afield, America’s trailer 
travellers are prime prospects 
for NATIONALLY ADVERTISED 
brands—NATIONALLY KNOWN 
retail outlets. 


tisers and their agencies whoare 
interested in where and how to 
reach our mobile millions most 
effectively and economically. 


If you are a food manufac- 
turer or his adviser—or the man- 
ufacturer of any product for 
which trailer travellers have a 
need—or should have a desire— 


mates that there are 50,000 independ- 
ent tire dealers in the United States. 

Prof. Leigh’s figures do not include 
spare tire sales direct to car manu- 
facturers. This volume has grown 
steadily and in 1936 reached approxi- 
mately 4,600,000 units. 


Travel whets the appetite. 
TRAILER TRAVEL’S reader 
audience represents a million- 


Set Auto Show Dates 


The annual Pacific automobile and-a-quarter travel-whetted feel free to write for whatever 
/ show will be held Oct. 30-Nov. 6 in| appetites on wheels. facts you wish to know. 
é San Francisco, the San Francisco Canned foods of all kinds—soups, vege- 


TRAILER TRAVEL MAGAZINE 
is the original and foremost 
magazine in America devoted to 
the interests of Trailerland. 


General as well as specific 
surveys are available to adver- 


Motor Car Dealers’ Association has 
announced. George Wahlgreen, who 
has conducted the show for 21 years, 
will continue as show manager. 


tables, fruits, juices, milk, and meats—to say 
nothing of coffee, tea, cocoa, breakfast foods 
(Our editors have a whale of a suggestion 
for a cereal manufacturer!) prepared flours 
for biscuits, pancakes, cakes, etc. These are 
but a few of the food products for which 
TRAILER TRAVEL opens a rich and re- 
sponsive market. 


puts the feature in a radio package that makes 
it reasonable in price, exclusive in rights, and 


tested as to results. Rosenau to Grey 


Rosenau Bros., New York, manu- 
facturer of Shirley Temple and De- 
anna Durbin dresses for children, 
has appointed Grey Advertising 
Agency, Inc., New York, to handle its 
account. 


Chicago Office Opens 
All-Wave Radio has opened a Chi- 
cago Office at 608 S. Dearborn street. 
“harles O. Stimpson, Midwestern ad- 

vertising manager, is in charge. 


Van Cronkhite Associates, Inc. 
360 North Michigan Avenue 
CHICAGO 
State 5080 
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Daily Refuses 
Further Copy 
from 5 Stores 


Providence, Aug. 10.—Believing 
that it has been receiving an “unfair 
proportion” of the advertising of five 
leading department stores, here, the 
Providence Star-Tribune yesterday 
announced refusal of any further 
copy from these retailers. 

The stores concerned are Boston 
Store, Cherry & Webb Company, 
Gladding’s, Inc., Outlet Company and 
Shepard Company. 

The Star-Tribune later printed a 
resolution passed by the Rhode 
Island branch of the American Fed- 
eration of Labor, which took up the 
cause of the evening newspaper by 
urging department stores to use its 


advertising columns more gener- 
ously. 
The Star-Tribune, the resolution 


said, reflects opinions and stands for 
activities friendly to labor. 


—E 


Services House Organ 

Robert Newcomb & Associates, pub- 
lications consultant, New York, has 
inaugurated a house organ depart- 
ment in charge of James A. Morgan. 


PRINTING 


“He Who Gains Time, Gains 
Everything” —or inversely, lost 
time is total loss. The road that 
detours here and detours there 
may finally bring you to your 
destination, but at what cost! 
Why be so lavish of Time when 
it is the one thing about which 
you should be most solicitous? 
Why have your printing contin- 
ually detoured—one place for 
engravings, another for typeset- 
ting, and still somewhere else 
for presswork? When you give 
the complete job to Faithorn, 
you avoid all detours and way 
side stops. Your jobs steam 
merrily along; arrive on time— 
clean, handsome, fit. Now (with 
pardonable pride) we announce 
a Night Engraving Service 
of the highest order for the 
making of fine plates. Let us 
demonstrate the value of 3-in-1 
service. Phone Wabash 7820. 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


@ For years the 
American Seating 
Company has 
used FAITHORN 
3-in-1 complete 
Service. You, too, 
can now enjoy its 
many advantages. 


(Placed by the 
Bisberne Adver- 
tising Agency.) 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed—economy—satisfaction assured. 


FAITHORN 


CORPORATION 
Telephone Wabash 7820 


504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


Balanced Program 
Sells Budweiser As 
All-Year Beverage 


(Continued from Page 1) 


chart that usually is considered over- 
optimistic, if not actually mythical, 
and what is more important, meas- 
ured by plant production, as well as 
wholesalers’ and retailers’ profit per- 
formance, it has maintained this in- 
crease in the dead of winter when 
the trend of the industry sales was 
downward. 

“Before we launched the present 
type of campaign,” he explained, “we 
made a thorough analysis of com- 
petitive advertising, and more par- 
ticularly of consumer reactions. The 
campaign was built to meet the con- 
ditions which we uncovered. One 
interesting factor was our conclusion 
that the name Budweiser was so well 
known that there was a tendency on 
the part of people everywhere to as- 
sume that they knew everything 
there was to know about the product 
and thus did not read our copy. 

“In this respect we concluded that 
our advertising became to a large ex- 
tent ‘reminder’ advertising. We know 
that the higher the relative price of 
any product, the greater the adver- 
tising pressure needed to make a 
sale. Since Budweiser was offered 
to the public at a higher price than 
most other beers, it was absolutely 
necessary that we educate and in- 
form our prospects regarding the 
reasons for Budweiser’s superiority. 
So we decided upon a provocative 
type of advertising that would make 
readers ask ‘What has this to do 
with Budweiser?’ and be_ intrigued 
into reading our ‘reason why’ mes- 
sages. 

Halting the Readers 


“One headline in a newspaper ad- 
vertisement told them that Jupiter 
has eight moons and the _ picture 
showed some of those moons. The 
copy explained that Jupiter’s satel- 
lites never went off on tangents or 
elbowed one another around, because 
all were under control, just as the 
many and complicated processes in 
the brewing of Budweiser are con- 
stantly under the control of our lab- 
oratory. Hence a flawless product, 
always uniform. 

“We told them that what an acorn 
needed was management. The copy 
explained that headline by saying a 
mighty oak didn’t come from every 
acorn. The seed had to manage to 
get together with rain, sunshine and 
soil. So it is with barley, hops and 
water. The best of these ingredients 
must manage to get together with 
brewing skill and proper facilities be- 
fore you can have a truly fine beer. 
People began catching on that you 
couldn’t make good beer with a few 
vats and kettles and only good in- 
tentions. 


Volume of Research 


“T often think that advertising, 
market research and marketing can 
be compared with an iceberg. They 


|tell us that nine-tenths of the iceberg 


| Chicago, 


is hidden beneath the surface but 
that the one-tenth would not be vis- 
ible if it were not for the nine-tenths 


“ARNEW Poa 


The first annual meeting of Asso- 
ciation of Radio News Editors & 


Writers will be held Sept. 10-12 at 
the Sherman Hotel, Chicago, John 
Van Cronkhite, president, has an- 


nounced. The program committee 
includes Jack Harris, WSM, Nash- 
ville; Beckley Smith, WJAS, Pitts- 
burgh; Al Hollender, WJJD-WIND, 
and Ken McClure, WOAT, 
San Antonio. 


Krivit Appointed 
Samuel G. Krivit Company, Inc., 
New York, has been appointed adver 
tising agency for P. W. Minor & Son, 
Inc., Batavia, N. Y., manufacturer of 
Treadeasy shoes. 


United Names Picard 

United Electronics Company, New- 
ark, N. J., has appointed Picard Ad- 
vertising, Inc., New York, to handle 
its advertising. Technical papers and 
direct mail will be used. 


supporting it from underneath, It’s 
the same with advertising. 

“If our campaign has been success- 
ful, it is largely because we have de- 
voted so much time, money, and en- 
ergy to market research that has told 
us not only where to advertise, but 
in what media, in what months of 
the year, and what to say in our ad- 
vertising.” 

Mr. Tilton said that the company 
decided to expand its newspaper ap- 
propriation because that medium pro- 
vided the opportunity to put over the 
“reason why” story so necessary to 
the sale of its higher priced product. 

“Naturally we did not ignore the 
need for magazines, and yet we pur- 
chased magazines somewhat in pro- 
portion as they circulated in the ter- 
ritories which we were able to 
serve,’ he continued. “Our plan con- 
sisted of creating customers with a 
strong newspaper and magazine 
campaign in the spring; keeping our 
name before the public by means of 
posters throughout the summer and 
resuming a powerful newspaper and 
magazine campaign in the fall and 
winter. 

“This has definitely proved that 
Budweiser is an all-year around 
drink and that profits for everybody 


can be maintained throughout the 
winter. It has straightened out our 
production curve and given us 
greater winter volume. 


Reaching Small Towns 


made up of newspapers in towns of 
fewer than 25,000 population. 
“Today’s plant expansion tells the 


story. Remember that we are talk- 
ing about the world’s largest brew- 


ery. We are spending $4,750,000 in 
expansion in 1937 in addition to the 
$7,760,000 program begun in 1933 and 
completed in 1936. 

“Aside from planning our advertis- 
ing campaign with a specific reason 
for each dollar spent, as a result of 
|extensive market research, and in 
maintaining the proper balance of 
media, such as newspapers, maga- 
zines, posters and point-of-purchase, 
and gearing all of our efforts in ad- 
vertising, selling and sales promo- 
tion, so that each clicked with a 
minimum of wasted motion, we have 
tried to help the industry at large by 
keeping all of our advertising ethical 
and taking no digs whatsoever at 
competition. 

“It is trite to say that the practical 
measurement of an _ advertising 
campaign is the sales chart. Never- 
theless, I refer you to the sales 
chart.” 
| Besides a representative group of 
| sport, fraternal and trade papers, the 
Budweiser magazine schedule in 
cludes American Magazine, Business 
Week, Collier's, Cosmopolitan, Coun 
try Life, Esquire, Liberty, 
tion’s Business, The New 
Redbook, Time, Town 
and United States 


Yorker, 


News. 


| pene F TC prea 


| Better Business Bureau, 
|has issued a digest of rulings and 
stipulations of the Federal Trade 
Commission as applied to advertising 


and selling of merchandise. The rul- 
ings cover fabrics, furs, jewelry. 
shoes, luggage, radios, men’s wear 


and home pareennee. 
Carter on Sales Staff 


Zenas W. 
with 


Carter is now 
DeVinne - Brown 
| New York, printer, as a 
the sales staff. He was formerly con- 
nected with Barta Press. 
Cargill Company, Grand 
Mich., and iapntecnnieataiael News. 


Clark New Editor 


Salesmen’s League of America. 
Inc., New York, has appointed Fred 
S. Clark, formerly president, Fred S 
Clark Corporation, New York, associ- 
ate editor of Sales Scrap Book, a new 
magazine for salesmen. 


associated 
Corporation, 
member of 


“We are in more than 900 news- 
papers with the Budweiser story, 
about one-third of the list being | 


Life. Na- | 


and Country, | 


New York, | 


Boston; | 
Rapids. | 


—— 


Will Go to Timbuktu 

Port Elizabeth, Melbourne, 
or ports in between for a 
firm that can use the excess 


Juneau, 
Shanghai 
reliable 


energy of a woman, age 30, college 
grad., exp. in Advertising and Sales 
Promotion 4 dept. store, agency 


and newspape 
Box 1194, ADVERTISING AGE, Chgo. 


Ambitious young man, two years ad- 
vertising agency experience, seeks 
connection as assistant in production 
department. Excellent references. 

Box 1193, ADVE R TISING AGE, Chego. 


__ REPRESENTATIV ES WANTED 
PUBLISHER'S 
REPRESENTATIVE WANTED 
An aggresive publisher’s representa- 
tive of proven record, willing to work 
hard on a liberal straight commission 
basis, is wanted by a growing trade 
journal Ba oll The man we want 
is now successfully representing 
other live trade journals, and will 
have time to represent us on two 
monthly trade journals in New York 
State, New Jersey and Pennsylvania. 
This is an excellent opportunity. Give 
us full details, papers you now rep- 
resent, ete., for immediate interview 
with publisher, 
Box 1195, ADVI 


IRTISING / AG E, 


Chego. 


REPRESE NI A’ riv ES_ AV AILABLE 


An additional — publication ean be ad- 
equately handled by our Ohio repre- 
sentative. For his qualifications and 
experience, address: Publisher, care 
sox 1197, ADVER TISING AGE, Chgo. 
Adv’ zg salesman of exp. and wide ac- 
quaintance is available in Mid West 
for one additional publication 
0X 1198, ADVERTISING AGE, 


Cheo 


Assert Price 
Maintenance 


Bill to Pass 


Washington, D. C., Aug. 12.—With 
the deadline for action on the Tyd- 
ings-Miller bill expiring next Wednes- 
day, observers here believe that the 
measure has an excellent chance of 
escaping the Presidential veto, if not 
actually winning his signature. 

It is reported that at least three im- 
portant government agencies have 
advised a veto of the price mainte- 
nance measure, but that Attorney 
General Cummings unexpectedly 
shifted his position and recommend- 
ed its approval. 

It is also apparent 


that strong 


pressure for approval has’ been 
brought by retail organizations, 


which regard passage of the bill as 
essential to their continued prosper- 
ity and a fitting crown to surmount 


the legislative edifice they have 
erected with such care. 

Thus, the conclusion of the ma- 
| jority is that price maintenance in 
|interstate commerce will become 
legal next Wednesday. 


N. H. JOINS PARADE 


| Concord, N. H., Aug. 12.—After a 
bitter battle, the New Hampshire 
legislature today passed a fair trade 
| bill patterned after that of Califor- 
|nia, pioneer in the movement. One 
committee resigned during the strug- 
gle and a conference group was then 
named. It succeeded in effecting a 
compromise. 


DRUGGISTS ORGANIZE 


Harrisburg, Pa., Aug. 12.—The 
newly-formed fair trade committee of 
the Pennsylvania Pharmaceutical As- 
sociation has appointed Chris Koch, 
formerly of the old Drug Institute, 
as executive secretary. 

The post will require all of Mr. 
Koch’s time. Offices of the state as- 
sociation here will be enlarged to 
conduct fair trade activities under 
his direction. 


Law Joins Korn 


Howard Law has joined J. M. Korn 
|}& Co., Inc., Philadelphia agency. 


| 
a 
: 
| 

The rates for this department are as follows: 

“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” an 
“Representatives Available,” 30 cents a line, minimum charge $1. Terms 
cash with order. 

All other classifications (single insertion rates): % in., $2.75; 1 to % in j 
$4.75 per inch. Write for descriptive folder describing discounts for tern pm 
| insertions, 
|: ——— : — ———— — ——— 

4 
POSITIONS WANTED | REPRESENTATIVES AVAILABLE [| — 


CHICAGO REPRESENTATIVE iiay. 
ing three trade papers who know o 
this ad, desires additional publica. 
tion for this area. Broad busines 
contacts 


Box 1196, ADVERTISING AGE, Chgo}) 


— 4 


TEXTILE ADVERTISING 


Woven and printed labels and adver. 

tising novelties for the clothing, head. 
wear, furniture and allied trades. 

If it’s woven or printed on a textile 

we make it! 
LEON FREEMAN 

404 S. Wells St., Chicago, Il. 

Phone HARrison 4267 


MISCELLANEOUS 


Newest printing development will save 
you. money. Photo-offset reproduc. 
tions reproduces anything written 
drawn, typed, printed. Cuts and type- 
setting unnecessary. Excellent for jl- 
lustrated advertisements, catalogs, 
house organs, instruction sheets, et 
300 COPIES (size 84x11") $2.50 
Additional hundred copies 25c 
Lower prices in quantity 
Send for samples 


Laurel Process, 480 Canal St., N. Y, 
PHOTO POST CARDS 
SEND FOR FREE SAMPLES OF OUR 
NEW PHOTO AD-CARD. A new an 
novel idea in selling that brings re- 
sults. Don't overlook this opportunit 


for additional profits. Write today 
GRAPHIC ARTS PHOTO SERVICE 
3rd & Market Sts., Hamilton, Ohio 


“Parents’ Magazine” 


Promotes Paul Elrod a 


The Parents’ 
has advanced Paul Elrod from the 
metropolitan edition to the national 
advertising staff. 

Kkdward C. Warren has joined the 
metropolitan advertising staff. He 
has been with Screenland Unit and 
Good Housekeeping, 


New WHIO Rates 


Station WHIO, Dayton, O., lias 
issued a new rate card effective Oct 
1. Changes are in announcement 
rates only and do not affect program 
time charges. 


“c 99 
F lannery Seine Post 
Peter J. Flannery, formerly on the 
staff of the New York Sun and ad- 
vertising manager, Brooklyn Citizen, 


Magazine, New York 4 


ce 
a 
; 


has joined New York Post. 


Sell HOTELS 


with 


THE HOTEL. MONTHLY 


Wember ABC and ABP 
Published by JOHN WILLY, Inc. CHICAGO 


MAILING LISTS 


GET OUR FREE 
REFERENCE 


BOOK 
MAILING 
LIST CATALOG 


Gives counts and prices on accurate guarantet! 
mailing lists of all classes of business } socal 
rises in the U. S. miicetign apa pte 
aca Rel by classification and state he 
hundreds of selections of individuals suc 
professional men, auto owners, income lists, et 


Write today for your copy 


R.L.POLK&CO. 


Polk Bidg.— Detroit, Mich. | 


Branches in Principal Cities 
World's Largest City Directory Publishe® 


Mailing List Compilers. Business Stat!* 
tics. Producers of Direct Mail Advertisiné- 


Augt 
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P notional AUGUST LINEAGE AUGUST ADVERTISING LINEAGE IN FARM PAPERS | ‘ORCHIDS FROM 
ro Poultry -_ 
. Di Livesto 
Commercial Display A Sy 
Lineage Ips UP 1 | 07% FOR 1937 1936 1937 1936 
Fd 4 Pr ; ines ages Lines Lines L 36 | 
Monthlies—(August) Pages Lines I ages n es 
~ 3 During July a 0 Country Gentleman ..... 30.38 20,660 2 26 yt ‘2 ol 
f 4 California Citrograph.... es vane oh ey th . 
: Capper'’s Farmer cae Qa 5,107 23.5 035 i 
: suce * ee Oe 30.89 14,353 32.74 14,734 113 
cen, ane,22—Oee eer FARM MONTHLIES |i: Sco ° 
ther seasonal falling off of advertis- Southern Ruralist: 7 "7 pe ie 
» ing, there were 45,872 lines or 16.4 Mississippi ........... a.78 yee et 32,008 as | 
7 Ty OPS Aone 8. 3,42 i oO. , ee died 
per cent less promotional advertis- ; ais fa Me Cor +h ret Ht ert os “ 
na ing placed in the advertising press} New York, Aug. 11.—Commercia Kentucky-Tennessee... 17.85 13,001 17.82 12,977 + 
= during July than in June, according | display advertising in monthly farm Georgia-Alabama 17.51 12,750 a7 13,408 
givig- i ai Sditi s 5.16 O37 3.9% plas 
to a tabulation released here today.| papers for August registered a gain nan stage ge ea .. + + eget 16.88 12,291 ; 
‘ 7 4 . > , ferage « v7 mS... S.le oy hte -6S 5,o7s ° 
” an The July total was also 5,502 lines or|of 11.07 per cent over the same Feta — Bi 92 07 9.934 26.05 11,726 22 
rerm 5 per cent under the same month | month in 1936, according to the fig-| couthern Planter ....... 12.43 8,702 11.08 Ligon = 23 
0 i last year. Totals are: July, 239,078 | ures released today by the Publish- A be ar heen De cvcnnas Et 9598 "3:35 3°009 i TATIO 
_ : “loridé ee 7 9,59 3.86 o, + } 
r term DP) tines; June, 285,950 lines; July, 1936, | ers’ Information Bureau, ape fl > uy a ladle 13.52 9194 13.92 9.467 
} 244,580 lines. The total for the monthlies| sy, osier Farmer ....... 11.23 5,054 5.72 2,575 
— Newspapers continued to use the|checked for the current month was Somenere es 12.20 8,042 13.13 194 
: ‘ ‘ ‘ ~~ : : oultry Tribune: 
ABLE | largest amount of space with 62,286 | 198,031 lines, a gain of 19,175 lines Sasteen Mditicn ...... 10.21 04.381 ” ™ 2 2 2 
2 hav-E@ vines or over 26 per cent of the total. | over the 178,856 published in August,| ppcoaers Gazette -..._. 7.54 3,396 5.32 396 
meee Magazines were again second with | 1936. Armes Tey seeresh: eae —— ; 
USinessh 7] 49 084 lines or 20.5 per cent. Busi-| The July lineage of the semi- ‘ POREION.. +o 0 +s ne a | , di al 
» Chgof) ness papers and radio followed with | monthly, bi-weekly and daily — Total group ........5 361.60 198,031 314.60 178,856 311 269 | The following eadstoria 
Ri ae , ‘ : nor j ved sub- Semi-Monthlies—(July) | 
—==f +-22.470 lines, 9.4 per cent and 21,910/tions reporting likewise showe Semi- Mor ~ al — 967 9.940 a ° ‘ 
>__ lines, 9.17 per cent respectively. |stantial gains in each of these) minim, Ranch......... 1088 18293 «122291240 | 2: appeared in a Baltimore 
Other important classifications | groups. Semi-monthly farm papers | Montana Farmer 16.39 12,392 15.61 11,808 173 wasis, newsbapber: 
neve were advertising production with 19,-| carried 85,147 lines, compared Leap cermer ane ree <tr oer cat By s+ oaet wale! sp ip ° 
= ‘ ‘ oard’s airym: 5.2 096 5 592 56 349 
jes. 040 lines, 7.96 per cent; paper, 14,294 | 66,968 for July, 1936, a gain of 27.14) etn ee eilife. 12.85 10.077 8.12 6.37 im 
sateen, lines, 5.98 per cent; and farm papers,|per cent. July lineage of the bie} Utah Farmer ; 8.77 6,631 6.53 4,940 
12.894 lines, 5.89 per cent. weeklies was 230,083 in comparison) Missouri Farmer ....... 8.34 6,541 5.28 4,146 ‘ ¥ 
-™. The publications upon which this | with 216,184 in July, 1936, a = 4 Total group ........111.73 85,147 $8.10 66,968 a3 2a, News Vs. Hysteria 
. s Rue g y , a oO } . 
tabulation is based, with their indi-|6.42 per cent. However, sever 
ae : : -Weeklies—(July)—T i nl therwise noted. news 
=f vidual lineage records for July, are as|the papers in this group appeared | , ag + ninco Oy we NeNeS WineES © E broadcasting of ey 
follows: three times during the month instead | jocal ................ 20.79  +16,300 20.09 15,757 52 274 reached a new high and a new 
11 save Lines | of twice as in July, 1936. Pe General pauesss pases sae? 110,086 5.83 31,973 a0 te low in Baltimore last Thursday 
| nile ultivator.... 20.4 0,08¢ o<.46 wo r4 r4 a : % 
veitte ADVERTISING AGE (W)........ $8,816 Dailies Make Gain Fe nel Farmer..... 18.45 13,950 18.68 14,127 56 28| night when the S. S. City of Bal 
d type Advertising & Selling (bw)... 42,798 | __ ghee aratennereies 1.58 1,198 1.01 770 e .-| timore went up in flames off 
for il Printera’ TMB OW) a sscscccsecs 41,664 Commercial display lineage in the | Oregon Farmer 17.29 13,074 16.89 12,769 56 28 Seven Foot Knoll. 
at OBS Printers’ Ink Monthly........ 16,366 weekly papers dropped to 50,512) ba Zone .. 7 ORS oa RS a - R er : ~— 

> 26 é rie ‘is 4.04 2,866 oS ‘ 3,58 »2a0 ° 
8.50 Sales Management (sm). 26.726 | lines, as compared with 57,025 car-| A'yerican Agricultur ry ery et * sen With the exception of one st 
Ska ans oe ae ee ee ee ee a ee PY 4 vo, o. Sy ee ° - 3 
one Tide (BM) .cccccrecsscccecss Bay 708 ried in July, 1936, a decline of 11. 43 | Prairie Farmer: tion the broadcasts were = 

per cent. Pa ey | (aes ee ny oH --| formed, imaginative, hysterical, 

‘ , dae . ane oo) 2.3 96 oo Ay 8 & as ia 3 
fod Joins Schenley The Corn Belt Farm Dailies regis-| tgaho Farmer... 16.56 12,524 14.51 10,971 56 28| inaccurate and calculated to re- 

- Dick Armstrong has joined the|tered a gain of 13.28 per cent, with) Zone ................. 0.11 84 0.28 217 -.| duce friends and relatives of pas- 
H ; sc ° . a satel dom, oe 8s on . » OE ) " 8 8.5 o 885 A 
FOU] public relations department of Sc hen July lineage this year totaling Conserivniie +-jpnadaaa 16.29 9 $12,517 11.08 8,514 1,170 1,388 sengers on the boat to despair. 

: ley Products Company, New York. : ister ith 128.557 allaces’ Farmer anc , 
gs re He was formerly with North Shore | 145.642 in comparison with 128,557) Towa Homestead 13.57 $10,639 16.48 12,923 682 600 Announcers, their voices quiv- 
oll : they |Nebraska Farmer ...... 14.24 10,373 15.79 = 11,497 150 196 
yn Daily Journal, Herald Tribune, and “ — Tr. stock display line- | 5 gedaan wrorres 3.20 2°330 5.51 4,012 180 84 ering like that of Scoop Jones, 
VIC night editor, Paris Herat. oulry an tay a : | Average 4 Editions.... 15.04  *10,956 17.17 = * 12,500 195 217| the hero of a fourth-rate Holly- 
Ohi: ee ae, age made gains in each group except | pural New Yorker....__ 11.73 +9,198 7.19 5,638 2,096 2,194 : f “th at news- 
— N P semi-monthlies where it declined| Ohio Farmer ........... 11.67 +8,970 11.00 8,452 488 395| wood version 0 e gre 

™ Oman in ew Fost 27.59 per cent New England Homestead 12.45 +8,719 8.038 5,621 1,807 1,456) paper game,” gave their fancy 
ee ’ ; 11 tot . 7 Pa P Michigan Farmer « Sen 8,616 9.29 7,141 987 805 ° : : 
. Howard W. Oman will eo 7 Figures for individual papers are | ieioaes Wareser's Guide. 10.25 $8,039 7.03 5.517 28 130 full play in discussing the bay 
Slrod@ liciting staff of ager 3 sea . |shown in the accompanying table. Dakota Farmer ........ 10.09 +7,796 8.70 6,717 ..| tragedy. As late as 11 o'clock 
} Ruthman, Philadelphia, effective Aug. Wisconsin Agriculturist. 9.29 +7'291 12.17 91543 fa ‘ad scala: iio 
York 4 16. He was formerly with The Farm — Kansas Farmer ......... 9.20 6,993 7.88 5,994 761 252| they were reporting 
ym the "4 Journal, Philadelphia, and Socony- Missouri Ruralist ...... 7.73 5,875 7.65 5,816 7 82| 60 persons dead. 
ational | Vacuum Oil Cuneeny. Coming Total group ........303.84 230,083 285.36 216,184 12,522 9,708| ‘It is such irresponsible broad- 
ed the Robi n Promoted Weeklies—(July)—Four issues unless otherwise noted casting, such yellow journalism 
. He oe C : Pacite Rural Frees: of the air, that can do the sta- 
* : : ‘ i Southern Edition ..... 31.95 *§24,156 : * i 
it and H. Robinson has_ been appointed t ‘ou tditi 31. $24,156 noes re ‘ “ a srest herm if 
circulation director of the Washing- oni V en 10ns woe oo aes 30.99 23,433 33.50 25.2232 84 918 a a g 
ist : * ‘ ® eekly Kansas City Star: not co . 
ton Herald and Times. | He has been Maw Bae ate 11.597 ane er rrec ; 
; with the Hearst organization for 33 Semi-Weekly Farm News: WFBR covered the story in a 
years, Aug. 17-20—First annual conven-|  prigay Edition ....... 1.96 $4,667 2.36 $5,611 capable and reasonable manner, 
)., lias oo tion, National Sign Association, Ste- Tuesday Edition 1.28 3,044 1.35 3216 i was covered by the news 
ve Oct Ww otel, Chicago. Capper’s Weekly ....... 1.95 $4,387 2.09 4,699 as 1 
ll Gets arren Account vens H »Cc 4 Dairyman’s League News 4.64 3,384 4.25 3,097 services and newspapers. Men 
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manufacturers of Andre Beautician | Service Agencies Network, Milwau- Ralitined ube lat anak oe es =. pone ” oan te broadcast was made 
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TORONTO 
MONTREAL 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS |. 


The Secret of 
indows that Stop ‘em 


... tell your story BIG with 
ATLAS JUMBOSTATS 


Frankly, our business on JUMBOSTATS is growing by leaps and bounds 

. for it's been proven that BIG DISPLAYS fight for business AND 
These clean, clear-cut photostats, 
just what you want to get your sales message across in a BIG way that 
makes for BIG sales—to enlarge ads for window 


GET IT! 


ee Cae 


worth by the tinkle of the cash register as others 
When it's big 
ATLAS for JUMBOSTATS. 


ATLAS JUMBOSTATS MAKE SALES 


eisai 
ATLAS PHOTO COPY CO., General Offices, 225 No. Michigan Ave. 
4 Chicago Locations e All Phones FRAnklin 3470 


"A ree and counter use. 
PHOTOSTATS) 
QU are doing. 


up to 40x!00 inches are 


Give them a try—measure their 


‘stats you want, call 


tFigures provided by publisher. 
*Not included in total, 


Surance Advertising Ceatwenee, 
Briarcliff Lodge, Briarcliff, N. Y. 


Sept. 13-16—Annual convention, 
Financial Advertisers Association, 
Syracuse, N. Y. 

Sept. 14—Annual meeting, Na- 


tional Publishers Association, Buck- 
wood Inn, Shawnee-on-Delaware, Pa. 


Sept. 18-19—Fourth annual Inter- 
city Conference on Advertising, Hotel 
LaSalle, Chicago. 


Sept. 20-21—First Southern News- 
paper Mechanical Conference, Tut- 
wiler Hotel, Birmingham. 


Sept. 20-21—Ninth annual Confer- 
ence on Distribution, Hotel Statler, 
Boston. 


Sept. 21-23—Life Advertisers Asso- 
ciation annual convention, Old Point 
Comfort, Va. 


Sept. 22-24—National Industrial 
Advertisers Association annual con- 
vention, Edgewater Beach Hotel, 
Chicago. 

Oct. 4-7—Mutual Insurance Adver- 
tising-Sales Conference, Pantland 
Hotel, Grand Rapids, Mich. 

Oct. 10-13—Mail Advertising Serv- 
ice Association annual convention, 
Hotel Cleveland, Cleveland. 


Oct. 13-15—Direct Mail Advertis- 


ing Association annual convention, 
Hotel Carter, Cleveland. 


Oct. 19-20—Inland Daily Press As- 
sociation fall convention, Sherman 
Hotel, Chicago. 


Oct. 21-22—Pacific Coast Meeting, 
American Association of Advertising 
Agencies, Hotel Del Monte, Del 
Monte, Calif. 

Oct. 21-22—Annual convention, 
Audit Bureau of  Circulations, 
Stevens Hotel, Chicago. 

Oct. 25-28—Advertising & Sales 
Club of Toronto, Inc., annual exhibi- 
tion, Royal York Hotel, Toronto. 

Oct. 25-28—Outdoor Advertising 
Association of America annual con- 
vention, Hotel Jefferson, St. Louis. 


Crawford on Own 


Lindsay H. Crawford has resigned 
as merchandise counsel with the Chi- 
cago office of S. D. Leidesdorf & Co. 
and will continue his work independ- 
ently. 


Three for Ohio Agency 


Ohio Advertising Agency, Cleve- 
land, has been appointed to handle ad- 
vertising of Siegfried Loewenthal 
Distillers, Stadler Products Company 
and Pacquets, Inc. 


Your advertising 
will be better 
received if it 
comes over a 
station people 
have learned to 
trust and believe. 


In Baltimore, its 
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U. §. STEEL 10 
MAKE 3-REELER 
IN TECHNICOLOR 


Pittsburgh, Aug. 12.—Cranemen, 
millhands, miners and seamen will 
become screen actors Aug. 14 when 
United States Steel Corporation pio- 
of color photography 
educational feature 
films. The film, costing more than 
$200,000, will be made by Techni- 
color, Inc. Twenty steel plants will 
figure in the production. 

The “shots” will constitute the 
first commercial feature in’ color. 
Introduction of this medium, com- 
bined with sound, will bring the 
screen presentation of steel produc- 
tion to a new high in realism. 

An eight weeks’ film itinerary has 
been planned starting at Hibbing, 
Minn., and winding up at Pittsburgh. 
At Hibbing, miners of the Oliver 
Iron Mining Company will be filmed 
as they unearth the raw ore. In 
nearby Duluth, seamen and loaders 
will be “shot” on the ore docks of 


neers the use 
in industrial 


the Duluth, Missabe & Northern Rail- 
way Company and on the decks of 
whaleback lake boats of the Pitts- 
burgh Steamship Company. 


Film Largest Mill 


Stopping next at Gary, Ind., where 
the world’s largest mill is located, 
the caravan will film blast furnaces, 
coke works, open hearth furnaces, 
and rolling mills in action. The large 
rail mill also will be featured. Swing- 
ing back through Chicago, the pho- 
tographers go to Waukegan, IIL, to 
shoot wire drawing and rod produc- 
tion operations of American Steel 
and Wire Company. Pictures also 
wil be made of the manufacture of 
fence, nails, and other wire products. 

Cleveland is the next scheduled 
stop. The National Tube Company’s 
pipe and tube operations at nearby 
Lorain, O., will be photographed. 
Leaving Cleveland, the movie troupe 
goes to Pittsburgh, where the Home- 
stead Mills will be “taken” as they 
roll out the hot metal. McKeesport, 
Pa., also will be visited in order to 
“catch” a Bessemer converter in 
operation and the “road company” 
winds up its program at Chicago. 

Three reels of color film are to be 
made, supplemented by six of black 
and white. In order to catch the 
various phases of operation in color, 
portable lighting equipment capable 
of furnishing street illumination to 


a city of 100,000 population will be 
employed by the film company. 

The use of color and sound will 
make a vivid picture as the reds and 
yellows of molten metal, the lighted 
interiors of subterranean mine pas- 
sages, and the blue-green of the Great 
Lakes will present rich fields to the 
color camera. 


Newspapers Form New 
Southern Roto Group 


Extension of rotogravure coverage 
to the key markets of the South for 
the first time was announced this 
week by Gravure Service Corpora- 
tion, New York. Eight papers make 
up the new Southern Rotogravure 
Group with a total circulation of 
838,000. 

Included in the combination are 
the Atlanta Journal, Birmingham 
News and Age-Herald, Dallas News. 
Ft. Worth Star Telegram, Houston 
Chronicle, Knoxville News-Sentinel, 
Memphis Commercial Appeal and 
New Orleans Item-Tribune. Only 
three of the papers listed, those in 
Atlanta, Birmingham and Houston, 
have published rotogravure sections 
regularly. 


KWKH Names Branham 


Effective Sept. 1, Branham Com- 
pany, New York, will represent Sta- 
tion KWKH, Shreveport, La., and 
will continue to represent Station 
KTBS, Shreveport. 


DN a ee eRe Ge re ea 
THE FIVE-STAR FINAL 


of the news-weekly field 


NEWS-WEERK offers families and advertisers 
features found in no other weekly publication 


@ There is a call in America for this faithful, 
interpretive type of reporting. This is shown by 
the enthusiasm of NEWS-WEEK’S 280,000 families 
— 67% more than last year. Economically, they 
are a substantial market, able and willing to buy. 
That’s why leading advertisers are spending 57% 
more money in NEWS-WEEK this year than last. 


A good reason for you to join them. 


NEWS-WEEK 


ee STAR FINAL OF ITS FIELD 


KANSAS CITY'S 
JUBILESTA IS 


(Picture on Page 39) 


Kansas City, Mo., Aug. 12.—One 
hundred and fifty rural and three 


metropolitan newspapers in addi- 
tion to six radio stations and other 
advertising media will shortly carry 
advertisements designed to draw at 
least 200,000 persons to Kansas 
City’s Second Annual _ Jubilesta, 
Sept. 17 to 25, 
general chairman, said here today. 

The Jubilesta, originated last year, 

and featured as the inaugural event 
on Kansas City’s fall and winter en- 
tertainment calendar, is underwrit- 
ten by local merchants and business 
firms, with intent to draw early fall 
buyers to Kansas City markets. 
The Jubilesta advertising appro- 
priation has been increased 25 per 
cent over last year, according to 
T. L. Evans, chairman of the finance 
committee, and general manager of 
the Crown Drug Stores. 
Contests and other promotional 
material will supplement four inser- 
tions in each newspaper used. Jubil- 
esta expenses will exceed $100,000 
in amusement contracts, service, ad- 
vertising, etc., Mr. Rothschild said. 
It will be staged in Kansas City’s 
new Municipal Auditorium, and will 
feature big name artists. 

The Jubilesta promotion is aimed 
at a blanket coverage of Kansas 
City’s immediate trade territory, 
Western Missouri, Kansas, and ad- 
jacent districts. During the eight 
days of last year’s Jubilesta 165,000 
persons attended. 

With another day’s entertainment 
added this year, with the promise 
of better programs, with more in- 
terest in the Jubilesta, due to in- 
creased promotion and advertising, 
with more money in this territory, 
due to recent high live stock and 


GOING 10 TOWN 


Louis Rothschild, 


Sees American 
Tobacco Going 
Fastest of Alj 


New York, Aug. 12.—Partly as thf 
result of the success of some of 
newer brands, American Toba 
Company is traveling faster tha 
ever before, according to Wall Stre 
Journal, 

“Sales volume on Lucky Strik 
cigarettes, its principal brand,” cop) 
mented the financial paper, “has bee! 
rising steadily in recent months. 
survey by The Wall Street Journ 
would indicate that currently th 
company is producing nearly ond 
fourth of all the cigarettes being 
made in the country. , 

“Last year American Tobacco Con 
pany conducted a rather expensiy 
advertising campaign, which cut int 
net. This year, however, sales ar 
showing the results of last year; 
expenditures, and advertising cost; 
for 1937 will be lower than in 1936, 

“Some of American’s minor brani § 
are also showing greater volume thi 
year. Herbert Tareyton cigarette 
have shown widening demand, ani 
Pall Mall cigarettes, made by Amer. 
can Cigarette & Cigar Company, sub” 
sidiary to American Tobacco Com? 
pany, have caught on well for a nev) 
cigarette. 

“Bull Durham, the ‘roll-your-own) 
cigarette tobacco, has continued tj 
sell in heavy volume although thé) 
normal trend is for it to decline in7 
sales as business and employment) 
conditions improve.” 


grain receipts, Mr. Rothschild be 
lieves attendance will exceed 200; 
000. Of this number, over half will 
be drawn from the rural sections. | 
Little difficulty was experienced” 
this year by the Kansas City Annua 
Festival Association, sponsors of the} 
Jubilesta, in obtaining the $30,000) 
underwriting, over half of this 
amount being subscribed at a break§ 
fast which opened the drive. Af 
profit of $9,000 on last year’s Jubil 
esta was carried over, and is beingj 


used in this year’s promotion. 


ma. did 


of course, 


ARIZONA 


is a good market— 


ee 


fortieth as large as Arizona. 
"cream" market. 
Translate that into sales potential! 


complete coverage at lowest cost. 


“MAR KET ! 


( ARIZONA 
435,475 


you say | 


—there are over half again as many buyers in this Central Illinois area, one- 
The heart of Illinois, blanketed by WMBD, is 4 
Per capita spendable income is estimated at $491.00 annually. 
If you are interested in a real market, look 
at the facts about this rich Central Illinois area. 


Remember, WMBD gives you 


FREE, JOHNS & FIELD, INC., National Representatives 
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ADVERTISING AGE 39 


PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


STRIKING POSTER TO AID SILK PARADE 


Poster adopted by International Silk Guild for Silk Parade Week, Sept. 20-25. 
About 15,000 stores will participate this year, the Guild reports. Blaker Adver- 
tising Agency, New York, is in charge. 


MAGAZINE WITHIN A MAGAZINE 


FAMOUS BEACON 
Metico’s Home Port 


2 


BLIND STEERING 
Thisegs Fog or Storm 


2] 


ATLANTIC CROSSING 
Rodig Quiwits Weather 3) 


SEA AMBULANCE 
Coast Guard Races Death 


Front cover of monthly magazine of Radio Corporation of America, making its 
debut in current issue of “Life.” 


STRANGE BOATS PROVE ALLURING TO CANADIAN CONSUMERS 


ARGENTINA 


e 


ENGLAND 


ary 


BRAZIL CANADA 


CHINA HOLLAND 


UNITED STATES , 
Wiis : 
Zz ——e 
Pr RUSTRALIA PHILIPPINES | APRICA } INDIA SANTA CRUZ 


ENSURES HIGHEST QUALITY. PRODUCTS 


Thousands of requests for copies of this poster featuring craft of every land, have been received by Shell Oil of Canada. 
The outdoor campaign of which this was a part was devised by E. L. Ruddy Company and Porter Leach, of Ryan, Leach & 
Goode, Chicago. 


"MISS JUBILESTA" TOURS HINTERLAND 


v 
APPEALS TO PAYER 


ADDRESSED TO 


Very often a man’s opinion is the deciding 
factor in the choice of a fur coat. That's why 
this advertisement is oddressed to you! 
We've observed that a woman generally 
buys on four points. . . Reputation of the 
furrier, Style, Quality and Price. Men are 
prone to look for one thing more .@ 
definite standard by which they may 
judge the value. 


Aad 0 the felt. 18 TART STANDARD! 


The Heart o' the Pelt label (trode mort registered 
WU. & patent office) has become the trustworthy 
guide to hus quality and value in many cities. 
We are proud, that in this city, we have 


as the “Home of Heart o' the 


ALEX F. KESSLER 


Ky o0e LOCUST STREET 


vanes mass O00 © § hat OOF 


GUESSING 
ABOUT FURS 


Look for the Heart 0° the 
ue 


St. Louis furrier addresses a piece of 
newspaper copy to the fellows who foot 
the bills. 


vW 


Chosen to personify Kansas City’s annual fete, Ruth Warwick, Kansas City Uni- 
versity student, will start on a tour of surrounding territory. (Story on Page 38.) 


PENNSYLVANIA STRIVES TO REDUCE AUTOMOBILE DEATHS 


DOWN Nex 


’ LIMIT 40 MILES 


Life-size cut-out of policeman, one of devices used in big safety campaign. The latter has been waged without affect- 
ing results from a tourist drive conducted simultaneously, officials report. (Story on Page 25.) 
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ADVERTISING AGE 


August 16, 


1937 


The first “magazine 


within a magazine’’— 
once each month in LIFE 


Radio Corporation of America, one of the great, restless, scientific 
experimenters of our times, this week launches in LIFE a new venture 
in advertising. 

It is LISTEN—a picture magazine within a picture magazine, sched- 
uled to appear regularly every month in LIFE. LISTEN will present 


the latest and most dramatic stories in every field of radio and sound 


in which Radio Corporation of America plays a leading part. 


Thus RCA salutes LIFE as the strongest, most modern power line 
for transmitting the printed message to a vast, well-informed audience 
from coast to coast. 

The Publishers of LIFE salute the Publishers of LISTEN, and ven- 


ture to guess that LIFE enthusiasts will become ardent “Listeners.” 
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